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TELL FOLKS 
WHAT YOU HAVE 
TO SELL! 


A UNION Spring Window HAT 
Trim (sent free while they 


5s W 
last) tells the world that @) SELL! 


you’re headquarters for gar- Dis Pin. 











den supplies. Ask for it. 











THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices New York Givy Baltimore, Los Angeles, San Francisco, Seattle 
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ACE is “Tops,” with Plenty of Eye Ap- 
peal and Proven Performance. A com- 
plete line of styles and sizes. Prices that 
enable you to build volume with a profit. 


Manufactured by The Huenefeld Company. Cincinnati 


The ACE Brandis vistributea 


Through Wholesalers. Write Your 


Jobber for Prices and Catalog. 


BOSS WATER HEATERS 


Single and Double Burners. For all size stor- 
age tanks. For installation in connection with 
running water, gravity feed or force pump 
systems. 


Double jacket construction prevents radiation. 
Fast or slow heating with instant control. 
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CAN YOU ANSWER THESE FOUR 
QUESTIONS IN ONE WORD? 


What name has, for more than 70 years, symbolized highest quality and 
security in locks? 


What name “helps make the sale” of locks and allied products in hard- 
ware stores? 





What complete line of locks, door closers, etc., can hardware merchants fea- 
ture most efficiently and successfully under one world-famous trade mark? 


Who sends people into hardware stores? 




















THE ONLY FAULT YOU WILL FIND WITH THIS “QUIZ” IS THAT | 
| IT’S TOO EASY! THE ANSWER TO ALL FOUR, OF COURSE, IS 


YALEe 


The name YALE is the world 
renowned symbol of secur- 
ity,“The name YALE helps 
YALE AUXILIARY LOCKS make the sale”; the tremen- 


a 
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dously extensive YALE line enables you to 
concentrate all of your business in locks and VALE DOOR CLOSERS 
allied merchandise under this one dominating 
trade mark; and YALE national advertising 
does send people to hardware stores. 

Always take complete advantage of YALE 
quality and prestige. Display YALE Locks, YALE 
Door Closers and other YALE products prom- 
inently in your windows and inside your 


ee 





YALE CABINET LOCKS 
YALE PADLOCKS store. Use the sales helps that YALE provides (and Trunk Locks) 


id to attract customers and swell your profits. 


~ 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Manufacturers know that, when a hardware dealer 





sells a lock or any one of the hundreds of fabricated 


items he stocks, if it fails to give satisfaction the 





responsibility is his—not the dealer’s—but both lose 
in the long run. For that reason reputable manu- 


facturers select their steels with every aid known to 








metallurgical science—and thousands of them de- 
pend on Republic steels to protect their good names. 
You, as a dealer, can insure your own good-will on sales of such items as nuts, bolts, 
rivets, fence posts, fencing, nails, staples, pipe and sheets. Simply ask your supply house to 


send you these Republic-made products. You take no chance on customer dissatisfac- 


tion because the same high quality 
steels are used in these items as in REPUBLIC STEEL CORPORATION 
the making of many of the manu- GENERAL OFFICES: CLEVELAND, OHIO 


factured items that you have been _ BERGER MANUFACTURING DIVISION © NILES STEEL PRODUCTS DIVISION 
selling so satisfactorily for years. UNION DRAWN STEEL DIVISION ¢ STEEL AND TUBES, INC. 
TRUSCON STEEL COMPANY 


REPUBLIC STEEL PRODUCTS FOR THE HARDWARE TRADE 
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WHY SELL AT ALL IF YO 









A MERRY-GO-ROUND rider can travel 
a long time and get off exactly where 
he got on. 

A dealer can sell a lot of refrigerators 


and come to the end of the year 





exactly where he started. It’s hap- 


pened before this. 


The Leonard Way of Doing Business aims at a net 


rofit rather than mere volume. 
Pp 


First of all, merchandise must be kept moving. You 
can’t make money with your capital tied up in a ware- 
house. Neither can we. So sales by dealers mean more 


to Leonard than sales to dealers. 


Dealer problems must be recognized as factory 
problems. So ours is a shirt sleeve partnership. If you 
have headaches we want to know about them. We 


want to help you to sell rather than “gang up” on you 


IT’S EASIER TO MAKE 


VILIN IL 


THE LEONARD WAY OF DOING 
BUSINESS IS A PATH T0.A PROFIT 


Dealers, tired of merry-go-round 
selling —lots of work without getting 
anywhere—are asking to hear 
Leonard’s story for 1939 








to buy. Naturally we want you to have Leonard refrig- 
erators in stock. But not one red cent’s worth more 


than you can sell. 


We, too, think about net at the end of the year. We 
couldn’t show a profit if we had to build a new dealer 


organization every year. 


The only way we know to keep dealers from year 
to year is to help them to make their profit—and we 


do keep them. 


That’s the real, low-down on the Leonard Way of 
Doing Business. And that’s why our whole program 


is tailored to fit you and your own sales problems. 


One dealer—and a typical dealer, by the way —said 
the other day, “Leonard treats me as an individual. 
And both the factory and my distributor seem to think 
my problems are just as important as their own. My 
net is what seems to count with Leonard” LEONARD, 
14250 Plymouth Road, Detroit, Michigan. 


LEONARD WAY 2 














(0U DONT MAKE MONEY? 


Leonard Travels in 


Good Company 
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MORE FAMILIES, FOR MORE YEARS, HAVE KEPT THEIR FOOD 
SAFE IN LEONARD THAN IN ANY OTHER REFRIGERATOR 


This statement is in itself an 
additional guaranty of quality 
and performance -—the kind of a 
guaranty that refrigeration 
shoppers appreciate. It backs 
up the brilliant array of sell- 
ing features which they can see 
for themselves—or which you 
can demonstrate—the stainless 


steel Zero-Freezer, the “‘Ice- 
Popper’”’ Trays, the Master 
Dial, the Vegetable Bin, the 
Meat File, the Show-Case Food 
File, the 3-Way Len-A-Latch, 
the Rearranging Shelf and, 
of course, the economical, 
trouble-proof, quiet Glacier 
Sealed Unit. 





Albany, N. Y. 
Altoona, Pa... ... 


Amarillo, Tex............. 
Atlanta, Ga............ 


Binghamton, N. Y.. 
Birmingham, Ala... 


Boise, Idaho........ 


Boston, Mass... . . 
Buffalo, N. Y.. 


Charleston, W. Va.... 


Charlotte, N. C. 
Chicago, Hil...... .. 


Cincinnati, Ohio. ........... 
Cleveland, Ohio. ........... 
Columbus, Ohio............. 
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Dayton, Ohio. ...... 
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Denver, Colo................ 
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Des Moines, lowa. . 
Detroit, Mich. 


Dodge City, Kans... 


Louisville, Ky.............. 
Memphis, Tenn......... 


Miami, Florida. .. 


Milwaukee, Wiec......... 
Minneapolis, Minn. ... 

Montgomery, Ala...... . 
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Newburgh, N.Y.. 
New Haven, Conn. 


New Orieans,La............. 
New York, N.Y......... 
Omaha, Nebr............. 
Paducah, Ky... ............ 
ee 


Philadelphia, Pa.... 


Phoenix, Ariz............ 


Pittsburgh, Pa..... 


Plattsburgh, N. Y...... 
Portiand, Maine............. 
Portiand, Ore......... 
Providence, R.1........ 


Richmond, Va.. .. 


Rochester, N.Y............ 
Salt Lake City, Utah........... 
San Francisco, Cal...... .. 
Seranteon, Pa............. 


South Bend, Ind... 
Syracuse, N. Y.. 
Toledo, Ohio. 
Trenton, N. J. 
Tulsa, Okla... 


Washington, D.C... .. 
Williamson, W. Va... .. 


‘ .. .E. S. & E. Co., ine. 
Electric Appliance Distributors 
. .Nunn Electric Co. 
Lamar-Rankin Co. 
Morris Distributing Co. 

.. .Magic City Appliance Co 
Bertram Motor Supply Co. 

J. H. Burke Co. 

... Joseph Strauss Co. 
Eskew, Smith & Cannon 
Page-Williamson, Inc. 
..L. C, Wiswell Co. 
Schuster Electric Co. 

. .Arnoid Wholesale Corp. 
Appliance Distributing Co. 
Peaslee-Gaulbert Corp. 
York Supply Co. 
‘0 ... Linn & Scruggs 
. .Hendrie & Bolthoff Co. 


Buhi Sons Co. 

Mullin Furniture Co. 

. . Delta Hardware Co. 
..J. A. White Distributing Co. 
..... Knerr, Ine. 


... se... United Distributing Co. 


.. .Federal Distributing Co. 
Maytag Appliance Co. 

.. .Graybar Electric Co. 

... .Stratton-Terstegge Co. 
...... Harry T. Wilson Co. 
.... Major Appliances, Inc 
..... Vaylor Electric Co. 
Enger Supply Co. 

.. ...Mathews Furniture Co. 
Nashville Chair Co. 
.. .E. B, Latham Co. 
Shapiro Sporting Goods Co. 

. .H. M. Tower Corp. 

. .Radio Specialty Corp. 

E. B. Latham Co. 

Paramount Radio Shop, Ine. 
ee . .Gleaves & Son 

. .Cohen Furniture Co. 

ere Motor Parts Co. 
..s+ee+., Graybar Electric Co. 
...J. A. Williams Co. 


Mak seeetas aan A. H. Marshall Co. 


ia ..., Cressey & Allen 
.. Electrical Distributing, Inc. 
Ballou, Johnson & Nichols Co. 
Graybar Electric Co. 
Kemp Equipment Co. 
United Electric Supply Co. 
: Graybar Electric Co. 
Household Appliance Distributors 
sn Morris Distributing Co. 
.... Electric Range & Equip. Co. 
Adams Distributing Co. 

.. sees... Otaseo Supply Co. 
Southern Wholesalers, Inc. 
Persinger Supply Co. 





OIL RANGE Model TDCS. Porcelained 
throughout . . . 5 powerful wickless kero- 
sene “Focused Heat” burners . . . big in- 
sulated oven with Fingertip Oven Heat 
Control . 





CP GAS RANGE Model 7531, with 22 
Certified Performance features plus depend- 
able Florence quality. Leader in a line for 
manufactured, natural and bottled gas. 


ELECTRIC RANGE Model E113. Rigid 
wrapper construction . . . Chromalox 5-heat 
units . . . deep well cooker . . . insulated 
oven with automatic controls . . . top-qual- 
ity accessories. 
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Ride the ranges with Florence for more prospects and 
better sales in every market this spring. 

Never before have dealers been offered such an all-round 
line of modern OIL Ranges, GAS Ranges, ELECTRIC Ranges 
-~all carrying one famous name, all backed by over 65 years’ 
experience, and each line with /eaders that make news. 

They’re backed, too, by a bang-up advertising campaign 
that will bring more customers into your store. Full-page ad- 
vertisements in national magazines and farm papers that go 
into your territory . . . an attractive rotogravure folder for 
your direct mail . . . a beautiful de luxe booklet in striking 
colors to make prospects want to buy . . . large colorful win- 
dow displays to bring them into the store . . . high class ad- 
cuts for your local newspaper advertising. It’s all promotion 
with a punch—and a swell pay-off. 

Meet the needs of your trade in the broad Florence line. 
Use this free advertising material to get real results. Join the 
Florence Round-up! 


/ pend comp ete ads. Sead oat Th any newspaper. 


FLORENCE STOVE COMPANY 
sage Offices and Plant, Gardner, Mass.; Western 

ices and Plant, Kankakee, Ill.; Sales Offices: 1475 
Merchandise Mart, Chicago; 45 E. 17th Street, New 
York; 53 Alabama Street, S. W., Atlanta; 301 N. Market 
Street, Dallas; and 2730 16th Street, San Francisco. 
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Customers to Deale 
Electrical Manufacturer 


RAY FISHER General Electric has the 
GENERAL ELECTRIC DEALER 
IN CHARLOTTESVILLE, VA. 


Says: 


“Years of experience with all kinds and 
makes of electrical home appliances defi- 
nitely convinced me that General Electric 
is the line—from the dealer’s standpoint 
and the customer’s as well. 






widest and most com- 


plete line of electrical 



















products for the home. 


General Electric has 


“General Electric appliances have won 
public acceptance through years of fair 
dealing and the building of better prod- 
ucts. And Ray Fisher’s Store has also won 
confidence through these products and 
ten years of fair dealing. 


“I have been selling the General Electric 
full line exclusively since 1928 and know 
I would not have been as successful had 
I not kept strictly to this one line. Every 
time I sell a General Electric appliance 
I am advertising all the other General 
Electric appliances that I handle. 


the biggest advertising 
appropriation in the 


electrical industry. 


America spends more 


money for G-E mer- 


“As long as I’m in the electrical appliance 
business I intend to be 100% General 
Electric. Here’s to another G-E year!” 


chandise than for any 








other electrical brand. 


Upper left illustration shows exterior 
of Ray Fisher’s Store in Charlottesville, 
Virginia. Mr. Fisher’s picture appears 
at the right. Underneath is a partial 
view of his attractive store interior. 


Go G-E All the Way! 





—— 
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“The Little Carpenters” 
Are Designed to Hold 


These Tools: 

(Other Stanley Tools of Same Size 
and Design May Be Substituted) 
STANLEY “Bailey” Jack Plane No. 5, 

Retail $4.40 
STANLEY Bit Brace No. 915, 10”, 
Retail 34.40 
STANLEY Combination Try and 
Mitre Square No. 21, 12”, 
Retail $1.20 
STANLEY Screw Driver Bit No. 26, 
14” held in chuck of No. 915, 10” 
to hold it on Display, Retail 20c 
STANLEY-Atha Nail Hammer No. 
5114/2, 16 oz. Retail $1.25 
STANLEY Aluminum Level No. 
313, 24” Retail $3.00 
STANLEY Green End “Zig-Zag” 
Rule No. 106, 6 Ft. Retail 65c 
STANLEY “Pull-Push” Rule No. 
7506N Retail 65c 
STANLEY Everlasting Chisel No. 
R40, 1” Retail $1.70 
STANLEY “Hurwood” Screw Driver 
No. 20, 6” Retail 50c 
Prices slightly higher West of Missouri River 
Check stock to see that you have 


enough tools for both store and 
window display. 


WINDOW TRIM ORDER FORM 


Stanley Tools, New Britain, Conn. 

Send us your new Tool Window Trim, ship- 
ping charges prepaid. 

We'll use it the last two weeks in March 
with a display of Stanley Quality Tools. 
Firm Name 

Address 


My Jobber Is 


> 
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THE FINEST WINDOW TRIM 
STANLEY HAS EVER OFFERED! 


Ten colors—on a natural wood 
grain effect background! Eye- 
compelling size — six separate 
pieces, the largest measuring 
32” x 45”, the others about 10” 
x 18”. Easy to set yp; flexible 
for any shape window; a real 
attention-getter; those are the 
facts about this new Stanley 
Tool window trim. « Well dis- 


of attention and an increase 
in sales. In March, when build- 
ing opens with a bang; when 
home and camp owners “fix 
up”; and when schools draw 
up their requisitions, a window 
like this will “strike while the 
iron is hot’! That is why we 
urge that you use this valu- 
able and sales-stimulating 


played tools are display the last two 
always good for a lot STANLEY weeks in March. 


FILL IN THE ORDER FORM BELOW! 


ORDER 


THE TOOLS FROM YOUR JOBBER! 


STANLEY TOOLS 


DIVISION OF THE STANLEY WORKS, NEW BRITAIN, CONN. 





HARDWARE AGE 














«iste NATIONAL HARDWARE WEEK SPECIAL 


Screen Hanger 
1724 


Screen Door 
—s ed Screen Corner 
Braces 
Sc29 


Screen Door 
—— 


(In new display box) 


Screen Door 
artes Hinge 
on ., Tension) 





cL eee iY 


Screen Door : 5 

Pull 479 t st a Screen 
Door 
Brace 
1739 


saps. 


Screen Door 
uar 
1737 


Assortment of Popular Screen Hardware Items 
Specially Priced for National Hardware Week Only 


All standard items — all good sellers. And timed to hit peak selling season 
during National Hardware Week! You couldn't find a better line than Stanley 








Screen Hardware for profitable spring selling. o 
This unprecedented assortment has been carefully worked out to give you an; S T A x L E Y 
all-around stock at a low investment. Here are the items: 
List Price i 
Wy doz. 1737 J Screen Door Guards... $3.60 doz. $1.80 
1 doz. 1739 K Screen Door Braces......... 3.60 doz. 3.60 
14, gro. 207 J Screen Door Catches......... 17.40 gro. 4.35 
Wy gro. Sc29 J Screen Corner Braces... 27.80 gro. 6.95 
3doz. 479J Screen Door Pulls... Oh -46 doz. 1.38 
144 gro. 158 J Screen Door Spring Hinges... % 21.80 gro. 5.45 
3pr. 154J Screen Door Spring Hinges 1.04 pr. 3.12 
14, gro. 1724 K Screen a pines 10.80 gro. 2.70 
] Display Card a ee Free Free 





$29.35 
Packed in a single case weighing 63 lbs. 


COLORFUL DISPLAY CARD! 

Stanley also supplies window display prices. The card is packed with the 
card, shown at right, with each assort- goods. « Remember the National Hard- 
ment. This card, 91/2” high by 271/," long, ware Week dates —May 6th to 13th. 
with eyelet for hanging on wall, has on _ The time to act is now! Order this sure- 
its reverse side a list of the assortment profit assortment from your jobber. 
and space for you to write in yourselling The Stanley Works, New Britain, Conn. 


STANLEY 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 


: 
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WE HAVE LEARNED much from these times. Increased manufacturing effi- 
ciency, elimination of office and operating frills have been a good thing. We 
have found how to make better guns at lower cost. 


WHEN YOU SEE the new Marlin line you will agree with me that the 1939 


yay 


FROM THE PRESIDENT OF 
MARLIN rirearms company 


lr HAS BEEN an uphill battle for everyone during the past 
eight years. Our Company, like other manufacturers, has had to meet a 
situation where buyers simply could not afford high-priced products. For- 
tunately, we have never needed to lower the vital basic quality of Marlin 
guns. They have always been sturdy, safe and accurate. 














guns are the best we have ever made. Notwithstanding better design, finer trim, handsomer finish, 
prices are the same or lower than last year! I would like to send you our new catalog, so that you 
can see the advances we have made. The coupon below is for your convenience. Use it. 


THIS YEAR, MORE THAN EVER, we sincerely seek your good will. We want to help you sell more guns 
—to give your customers more for their money. We know this policy will work to our mutual 
advantage. My associates, A. P. Curtis and Carl Ekdahl have done a brilliant job of design on 
the 1939 line. Theo. Lynch has put our operations on a more efficient basis than ever before. Our 
loyal gun craftsmen, many with most of their lives spent in the Marlin plant, are producing the 


best guns in Marlin history. 


OUR SALES DEPARTMENT, headed by Roger Kenna, is focussing its efforts not on our worthy 
competitor’s business—but on the great potential business of the public at large. They 
and I believe that there is a far greater market for good guns waiting to be developed. 


WE ARE INVESTING in more advertising this year. It will reach fifteen million prospects. It is 


i expected to increase general demand for guns. We will distribute free through dealers thousands 


4 Zi of booklets telling how to handle and care for firearms. These interesting, useful booklets are for 








MR. FRANK KENNA, President 
MARLIN FIREARMS COMPANY 
46 WILLOW ST., NEW HAVEN, CONN. 





I will be glad to have-__copies of your new 
booklet “STRAIGHT SHOOTING” ¢o be given FREE to 





my customers on request, 





Name 





Firm Name 





Street City 
Please also send catalog of 


State 1939 Marlin Guns 
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Y;| your prospects—and we hope to bring many to you. You may reserve your supply of these 


“STRAIGHT SHOOTING”’ booklets now. 


PLEASE WRITE me freely if you know of other ways we can 
help you to develop our mutual business. I will be genu- 
inely glad to hear from you. 


- 


THE MARLIN FIREARMS COMPANY 


46 WILLOW STREET - NEW HAVEN, CONN. 
GENERAL SALES OFFICES: 17 EAST 42nd STREET, NEW YORK 
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You Can Make Money At Kelvinator’s 


_ BAG BINTHDAY PARTY! 





CUT YOURSELF IN 


on this biggest Refrigerator selling 
event in 25 years — Kelvinator’s 


Silver Jubilee Celebration! 





XPERIENCED MERCHANDISERS—de- 
E partment store executives—dealers 
who know what it takes to get store 
traffic—appreciate the sales value of 
special events. Experienced merchan- 
disers are saying, “This Jubilee of yours 
means business for us.” 

Every Kelvinator dealer and distrib- 
utor is getting ready to cash in on the 
big celebration . . . with its six-day 
Birthday Party . . . brand-new promo- 
tional material . . + live-wire local co- 
operative advertising and free gifts! 

This is going to be the “hottest” sales 
promotion of the year. Behind it is the 
story of the first successful refrigerator 
and the latest Kelvinator models . . . 
the story of improvement after im- 
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Watch the wens during Kelvinator’s Silver Jubilee Week, April 3rd to April 8th. Many Kelvinator 
dealers and distributors plan to give away free gifts and special frozen desserts to celebrate the occasion. 


provement that dates back to the very 
first electric refrigerator. 

Behind it is the new 1939 Kelvinator 
line, with more new features to talk 
about . . . more new features to sell . . . 
with new low anniversary prices that 
will make Kelvinator the “value” line 
of the year. 

Behind it is the practical, effective 
sales training program of the Kelvina- 


tor National Salesmen’s Institute, 
turning lookers-around into buyers, 
demonstrations into sales, store traffic 
into profits. 

All this means that 1939 is going to 
be Kelvinator’s big year . . . your big 
year, too—if you include Kelvinator 
in your plans. Don’t just wish you had 
—get your share of the profits now. 
IT’S NOT TOO LATE! 





Perfected Product of a Quarter-Century ! 


ODAY, Kelvinator adds a 

fitting climax to its first 25 
years of pioneering ... by in- 
troducing the new Silver Ju- 
bilee models... modern . 
beautiful ... sensational - 
as revolutionary as the first 
Kelvinator that introduced 
electric refrigeration. 


These new “selling features” 
give you the opportunity to 
make 1939 a volume year for 
you and your salesmen. 


SMCr 


NEW! Conditioned Cold—the 
latest refrigeration discovery 

. « flavor protection in spe- 
cial compartments for meats, 
vegetables, and frozen des- 
serts. 


NEW! The Polarsphere—con- 
sidered the most efficient cold- 
producing unit made. Com- 
pletely sealed in a welded 
steel ball . . . produces cold 
power enough for five refrig- 
erators. 


NEW! “Family Planned” in- 
terior ... shelving arranged 
to end groping and fumbling. 
New wider front, less depth, 
more storage space. 


NEW! Vegetable Bin. Dry 
storage for nearly two bushels 
of onions, potatoes, squash, 
ete. Tilts open easily. Attrac- 
tive chromium type handle. 

Kelvinator, Division of Nash- 
Kelvinator Corp., Detroit, 
Michigan. 


“iénee MELVINATOR 


BE IN THE SPOTLIGHT WITH KELVINATOR IN 1939 
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GRISWOLD Specials FOR 


NATIONAL HARDWARE WEEK 





REGULAR CAST IRON SKILLET SATIN CHROME SKILLET 
DEAL No. 39 DEAL No. 40 
You pay your jobber $2.95. You sell to your You pay your jobber $6.19. You sell to your 
customers at $4.47. Suggested Consumer Prices: customers at $9.34. Suggested Consumer Prices: 
No. 3—39c; 8—69c ; 6—72c ; 7—79c ; 8—89c ; 9—99c. 
You profit $1.52. ~ 9—$1.89. You profit $3.15. 
This deal consists of six Griswold regular polished This deal consists of six Griswold Satin Chrome 





skillets with free display rack as shown. Your skillets with free display rack as shown. Your 
customer can purchase any one or all sizes at customers can purchase any one or all sizes at 
special prices. special prices. 


Prices slightly higher West of the Mississippi. 


Each Deal is shipped in this sturdy 
carton with free rack enclosed. 





6 REGULAR CAST IRON SKILLETS 6 SATIN CHROME SKILLETS 


WITH FREE DISPLAY RACK WITH FREE DISPLAY RACK 


One each Nos. 3, 5,6, 7, 8 and 9 One each Nos. 3, 5, 6, 7, 8 and 9. 
i Regular Skillets with free display rack. Chrome Skillets with free display rack. 





THIS year The Griswold Mfg. Company offers better values than ever before . . . Here are 
two deals . . . sure money-makers for National Hardware Week, May 6-13. Your customers 
get reduced prices . . . on any one or all sizes... You get the same mark-up as usual... And 
THIS ISSTANDARD STOCK ... Fast movers that leave no duds on your shelves after National 
Hardware Week. There is a real profit in stocking both deals... attractive free display stands 
with each... Line up now with early orders so that you and your trade can take full advantage 
of these GRISWOLD National Hardware Week specials . . . Ask your jobber for these deals... 
he will have them ready for you. 


THE GRISWOLD MFG. CO., ERIE, PA. 


ORDER NOW FROM YOUR | GRISWOLD | JOBBER. HE'S READY! 


MILLIONS OF WOMEN KNOW GRISWOLD 


No. 3—89c; 5—$1.49; 6—$1.59; 7—$1.69; 8—$1.79; — 
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PLUMB 


AND THE 


ION 


JO BRING YOU MORE SALES 


Here is your advertisement as it will 
appear in the May 6th issue of The 
Saturday Evening Post. Millions of read- 
ers will see it,— many of them right in 
your community. Post readers have buy- 
ing power and means,—are among the 
best prospects for tools and hardware. 


They’ll think of your store when they 
see this advertising. Take advantage of 
it by displaying these Plumb Tools in 
your store. Be ready for increased cus- 
tomer traffic, more sales. Order these 


Plumb Displays NOW from your Jobber! 


Piumb Special Display No. 123 Sessaiiiais 


2 Plumb Nail Hammers, HF81, each . ... . 1.25 
1 Plumb Official Scout Axe, with sheath, 682,each 1.70 
3 Servall Nail Hammers, SP111,, each 
\4 doz. Tools, Selling Price . . 
pg re Ser er er 
Prices slightly higher west of Denver 


Plumb Chrome Display No. 211% 2.000) price 
2 Plumb Chrome Nail Hammers, each ... . £2.00 
1/6 doz. Hammers, Selling Price *4.00 
Your cost «2 ec c ce 0 e268 


NO CATALOG-CHAIN STORE 
COMPETITION! 


“We do not sell anything under any name, 
directly or indirectly, to chain stores or mail 
order catalog houses.” This pledge is given with 
every box of Plumb Tools, to protect your profit! 


And you'll want these 
sales-making Plumb 
Displays, too: 
Plumb Economy Unit No. 26 


\% doz. Hammers, 


Selling Price Sate 


Plumb Balanced Unit No. 36 


% doz. Ham 7 
Selling _.. a 
Prices slightly higher 
west of Denver 



















CHECK YOUR 
LOCAL 
HARDWARE DEALE 


Jor valuvo 


DURING NATIONAL ~ @ 
HARDWARE WEEK 
MAY 6-13 







FOR LOVERS OF DLi) 
FINE TOOLS Beil | 


aA ee ee) 
most beautiful hammer 
you can buy at any 
price. Chromium head, 
hickory handie. Cork- 
like, comfort grip. 








oe A ed od 


With a Full Page Ad featuring Hardware Store 
Service in the May 6th issue of the Saturday 
Evening Post and Standard Items Specially 
Priced for this Sale. 9 
UNIVERSAL Oven 
with Free Table 
Roasts meats to perfection— 
bakes cakes and pies of 
feathery texture — hot bis- 
cuits in 15 minutes — broils 
steaks, chops or fish the 
smokeless, spatterless way— 
tender, flavorsome and juicy. 
Cooks everything within its 
capacity as efficiently and 
perfectly as a full size elec- 
tric oven. Automatic heat and 
control keeps current con- 
sumption low. No special 





3,000,000 Readers of the ‘‘Post’’— and those who 
look over their shoulders —will be invited to Hard- 
ware Stores to see the outstanding UNIVERSAL 
and other Values offered during this, the Greatest 
Nation-wide HARDWARE SALE of all time. 


SPECIAL COMBINATION OFFER 


a eee — a 











































LANDERS, FRARY 

















& CLARK, NEW BRITAIN, CONNECTICUT 
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wiring required. Regular Price $13.65 
UNIVERSAL Food Chopper —— 
DEALER’S Regular — ey with t DEALER’S $6.65 
sess y Size. iron cost 
$21.00 _ toclean-self- | Light in weight— 20% larger ironing surface. Fully 
-_ Bae) sharpening, Automatic with current cut off. Table opens and 
Rigidly con- shear-cutting closes easily to put away. Locks firmly in position. 
structed all knives. Saves Hea 
metal table, its cost in us- vy pressure 
white enam- ing left-overs. will not tip it. 
eled. Espec- ZIM Metal Iron 
ially made to Rest permits full 
hold oven. length of table 
Included no to be used for 
charge = folding = 
ae Zoos Shipped in mul- 
—_ tiple of two, not 
8 in single lots. 
UNIVERSAL 
UNIVERSAL Pint Vacuum 
Health Scale Bottle 
Accurate Weights P 
Choic UNIVERSAL Choice of three 
ngage Utility Set No. 1542 colors with deco- 
No. 485 Hollow ground, razor Se ae 
Reg. Price $4.95 | .UMIVERSAL Toaster edge stainless steel blades. arge Composi 
: No.E7512Turn-easy model | Rosewood Handles. tion Cups. 
Special Price | Chromium plated. I Regular Price $175 No. 121 
$3.95 trim. Rogelar Price $3.7 Sect $1.28 Reg. Price $115 
Cost *$2.75 : Prive $2.96 DEALER’S $10 20 voz. Spec. Price 98c { 
DEALER'S $2.00 COST . DEALER'S 70)¢ 
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MASTERS 





"PROFIT SPECIAL 


For National Hardware 
Week 


With “job tested” sales 
appeal in each rule 
No. 176 Metal-End Folding Rule—Metal- 
End prevents wear and protects inner 
sections. 
No. 66 Blue Tip Folding Rule—has a 
waterproof crackproof finish—figures and 
graduations will never wear off. 
No. 106. Master Interlox Slide Rule—the 
aristocrat of wood rules. First inside- 
measure rule. Replaceable wood sections 
—average life five years. 
No. 306 Master Inside-Measure Tape Rule 
—has unbreakable case and broad re- 
inforced blade tip for better gripping on 
edges. 
No “PROFIT SPECIAL” Orders 
Accepted After April 15th. 


Master Rule Mig.. Co., Ine. 
8315-8319 E. 136th St. Dept. A2 
New York City 
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“MA 
STER RULE PROFIT SPECIAL” 
ASSORTMENT No. PS.22 

Retail 


1 
only No. 106 Master “Interlox? 


6 only No. 
Rules @ 30 niente 


’ Slide Rule... 1.39 
* "Ble Tin” Folding 


6 only No, ie te ae 1.80 
@ 50 ea. — Metal-End Folding Rules 
. uti a ea potcnlnbstipeakgeai , 
, 6 3.00 
@ 180 Steel Tape Rule 
; 3.00 
FREE—6 onl aoa 
@ .25 m. fg W6 Master Folding Rules * Sites 


1.50 


Total Retail —_ 
Value 50 
Dealer’s Cost — 





RULES «° 


No. 306 
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WHITE FOLDING 
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BLUE 


STOMER 


Here’s a Blue Ribbon Customer who can do a 
lot to keep your business out of the red. He’s 
the painting contractor—an honest-to-goodness 
big buyer. His orders run into real money. 
Nine times out of ten, the No. 1 item he asks 
for is white-lead. All the other supplies he 
needs are bought at the store that sells him his 
white-lead. 

That makes it your move. The winning play 
is easy. Stock and push Dutch Boy White-Lead 
—first choice of painting contractors and other 
large users for many years—the item that at- 
tracts the volume buyers. 


Now Better Than Ever 


Break the good news to your white-lead cus- 
tomers that Dutch Boy has been stepped up in 
whiteness, hiding power and body. 
This means whiter whites and 
cleaner, sharper tints — increased 
coverage —more solid-looking jobs. 

Cash in on the increased demand 


NTRACTO for Dutch Boy that is resulting from 
WHERE PAINTING CO RS D the these improvements. Use Dutch Boy 
BUY THIS— fs as 


displays in your store and window 
... they also —start a “Dutch Boy” Department 
buy these SOFT PASTE on your shelves. It pays. 


ios DUTCH BOV 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third St., 
Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San Fran- 
cisco; National-Boston Lead Co.,800 Albany St., Boston; National 
Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh; John T. 
Lewis & Bros. Co., Widener Blidg., Philadelphia. 
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THIS LIFE SIZE WINDOW DISPLAY 


National Hardware Week, May 6th to 13th 





That's the time screen cloth sales are 
ringing cash registers from Maine to 


California. 

It's the time to show this life-sized 
ow baby in the dealer's window, pro- 
e’s tected from flies and mosquitoes. 
bas Every passer-by thinks of the kids at 

home and stops to buy screen cloth 
- and other hardware items. 

. 

1is This display is a business builder for 
jobbers and retailers alike. Jobbers 

ay everywhere can offer this famous 

ad baby display to all Gold Strand 

er Dealers. 

at- 


Plan to build a bigger Spring busi- 
ness by stocking Gold Strand Screen 
Cloth... NOW. 


y. 
id 








| QUALITY 


GSTRAND 


AY On NY Of 1 tt, en On ON a | 
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_ \ AMERICAN WIRE FABRICS CORPORATION 

in- SUBSIDIARY OF 

4 WICKWIRE SPENCER STEEL COMPANY 
NEW YORK CHICAGO SAN FRANCISCO 

E 
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REE POINT LANDING 


more FISHING TACKLE SALES 
Uy UNION HARDWARE 






— =f) 


: — like — and buy —UNION HARDWARE 
tackle because every Union Hardware rod incorpo- 

q rates the three qualities fishermen consider first in judging 
good tackle—lightness, toughness, and balance. Each item 
aren in the Union Hardware line is designed and built by ex- 

ae Tn tnasane 1 4 perts to do a job—and do it well. When a customer leaves 














aation Fly, Casting 
and Trelling Red 


your store with a Union Hardware rod and reel he is a 
happy man and so are you. He knows he has purchased 
top-quality tackle and he is satisfied with the price. You 
know that you have made a worth-while profit and a friend- 
ship that will develop future business. Arrange with your 
jobber today to stock or replenish fishing tackle by Union 


Hardware—a name you will see on more rods and reels 























58-366 58-246 
(Above left) Two-ptoce Split Bamboo this season. 
(Right) Three-pi co Split Bamboo Fly = |n addition to over a hundred different models of well- 
(Extreme loft) Lomior Lightweight seasoned, beautifully finished split bamboo rods for fresh 
and salt water fishing UNION HARDWARE manufactures 
) 7 a popular line of steel rods in the following styles: one-piece 
solid steel casting rods; one-piece seamless tubular steel 
casting rods; tubular steel casting rods; telescopic bait and 
: casting rods. These rods—and Union Hardware sturdy, 
smooth running reels—are all reasonably priced for profit- 
' able selling. 








dig 


a £2 2 6 


. For complete information and detailed illustrations and 
ae descriptions of the Union Hardware line write for a copy 
of Fishing Tackle Catalog No. 20. 


Simgle Action Trout 
Fly Reel, with click 
and lightweight frame 








BEVatewnt ©. 
HARDWARE COMPANY 
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4529 4526 (Above left) One- ESTABLIS 


(Above left) New Tele- piece Seamless Tubu- = : : 

seopi: d ith latest lar Steel Casting Red 

SS Ee at aan. (Right) Split Bambeo sao}-1-11 ich wel <P CONN. 

(Right) Steel Telescopic Two - piece Casting NEW YORK OFFICE ISI CHAMBERS STREET 
Bah Red Rod 
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GOODYEAR EMERALD CORD HOSE —The 
finest lawn hose made. Green cover, double- 
braided, high quality cotton-cord reenforcement. 


WINGFOOT* SUPERTWIST CORD HOSE 

— Although less in cost, this hose closely 
approaches the high quality of Emerald Cord 
Hose. Brown coverstwo braids of Supertwist cord. 
Light and easy to handle. 






3 SUPERTWIST* CORD HOSE—A light-weight 

yet extremely durable hose that even women 
and children can handle easily. Brown cover. 
Made with a reenforcement of the famous 
Supertwist cord. 


GLIDE* LAWN HOSE—A good hose ata 

moderate price. Corrugated red cover. 
Molded hose, reenforced with heavy double- 
braided cotton cords. Also available with black 
cover. 


PATHFINDER* LAWN HOSE—High quality 

at low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also furnished 
with black cover. 


6 OAK LAWN HOSE — Designed expressly 
for the low-price market. Single-braid 

cotton-cord reenforcement, corrugated dark 

brown cover. 

*Trade-marks of The Goodyear Tire and Rubber Company 





THE GREATEST NA 





W 
© 


4\ 





\° you know, garden hose can be either just 


another item of inventory — or a real source 
of profits. 
If you have enough kinds to sell all your hose pros- 
pects, you lose no sales, 4nd you make more money. 


That means — stock all six lines of Goodyear nation- 
ally advertised hose. Then you'll have the right hose, 
for the right purpose, at the price each customer is 
willing to pay. 


Each of these 6 lines wears a tough long-service 
cover of specially compounded rubber. Each is 
reenforced with a heavy, cotton-cord carcass. 


You can’t get better hose — to sell at better prices — 
to make better friends and profits! 


IN RUBBER 
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MEETS THIS 








WHEN YOUR 
EYE : 


LABEL 


\; ] 
LIBBEY . Owens:Forp ( 
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GLASS COMPANY 


0 


DOUBLE STRENGTH 
BA Quality 4 
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YOU’VE FOUND A GLASS WITH 
SIX SUPERIOR FEATURES 


@ The exclusive L:O-F Flat Drawing Process 
provides a window glass that is Clearer, 
Brighter and Flatter than any that the industry 
has ever offered. Your customers will appre- 
ciate those features. 

And because it is thoroughly annealed in 
lehrs four or five times longer than those used 
in any other process, it is less brittle, easier to 
cut and there is less breakage loss. You'll ap- 


preciate those features. 


With the widespread adoption of “Window 
Conditioning” (double - glass insulation), the 
quality of the glass becomes doubly important. 
L-O-F Quality Glass is noted for its greater 
freedom from waviness and distortion. It is the 
ideal glass for “Window Conditioning.” For 
your customer’s complete satisfaction and your 
own, standardize on L*O-F Quality Glass. 
And leave the label on—it is the best-known 


trademark in the industry. 


LIBBEY-OWENS-FORD QUALITY GLASS 


LOOK FOR THE LABEL 
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PROFITS 


ACCESSORY PAK 


NO. 330H J 
Complete Set on Card, Marked , 
Down to 59c Retail, from A 
75c—to give you a BIG / 
SELLER in a Fine Tool | 
Special for National , 
Hardware Week. ff 





6 Paks In 

Attractive 
Merchandiser Card Packed 
Weight,120z. In Cellophane 








ORDER 
THIS 59c 
SPECIAL 


NOW 









4 
O14 : 
7 

7 


_ BROS. 
MFG. CO. 
PHILADELPHIA 


Through jobber named 

below, send Half-dozen 

A 4 “Yankee” Handyman Acces- 
sory Paks—59c SPECIAL for 
National Hardware Week— 


packed in“ Yankee” Merchandiser 
A 4 for Counter Display. 


O14 I I sic scicccckcacocssecciissachcsocmsetetsea 


PI IN ai sssicinisidadscxenitiieiiainipvicionemanadeediiainal 


Your Addresz.......... 








‘‘We Pick the 
BEST FIBRE,’ 


on. CSL Le inna a ia licincir atc. 


oe 


" AR. a: eric, 








says Sam Fraser 
Columbian Buyer of Davao, 
Philippine Islands 










Natives are shown sorting, grading and removing 
tips of the fibre. 


HEN native Filipinos bring their fibre to market, Sam 

Fraser, expert Columbian buyer, carefully inspects their 
wares and chooses from the best they have to offer. He has 
this wide choice, for Columbian is the only American cordage 
company with its own buying and packing organization in the 
Islands. 


This excellent fibre is baled in our own warehouses and 
shipped to Auburn, N. Y., to be made into Columbian Manila 
Rope. When you buy Columbian Rope you may be sure that it 
is made of the finest, strongest, most flexible fibres grown. 


COLUMBIAN ROPE COMPANY 
342-80 Genesee Street, Auburn, “The Cordage City”, N. Y. 


NEW YORK BOSTON CHICAGO NEW ORLEANS 


mre COLUMBIAN 


— ao Tepe Marked 
every step of the way Pure Ma ) . 0 & i ‘ 
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Announcing NEW 
CHENEY RIPPING 
NAILER 


, This latest addition to the Cheney Nailer 
line is one of wide use with a tremen- 
dous sales appeal both to mechanics and 
householders. The new Cheney Ripping 
Nailer is the best buy in hammers ever 
offered. It will 

Start nails + Drive nails 
Pullnails + Rip up boards 
Split boards » Has perfect balance 
Finest quality hickory handle 
Send your order today for a trial package 
of these new Cheney Ripping Nailers and 
the Sales Maker display.In the carton are: 


12—Cheney Ripping Nailers No. 944 


1—Cheney Ripping Nailer No. 944 
chained to display 


1—Cheney Sales Maker Display 





HENRY CHENEY HAMMER CORP. 
LITTLE FALLS - NEW YORK 


The Cheney Sales Maker — the live dis- 
play that sells and sells more hammers. 


CHENEY NAILER “hotes"hi wait 
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PRESENTS 


TAVERN 
PRODUCTS 














Homemakers every- 
where recognize this 
famous shield as an 
old friend—and find 
these products sensa- 
tional in making homes 
brighter and house- 
work lighter. 


THEY SELL FAST. The Shield 
of the Flying Red Horse 
stands for quality— it stands 
for full money’s worth. Your 
customers know it, and they’!l 
buy. And once having used 
Tavern Products, they’ll be 
back for more. That’s because 
Tavern Products are great 
for saving time and work. 


THEY PAY A PROPER PROFIT. 
Because Tavern Products sell 
fast and are priced right, they 
give dealers a satisfactory 
profit. And tohelp you get that 
profit, Tavern Products are 
advertised in the big national 
monthly and weekly maga- 
zines. 


STOCK UP NOW. Your cus- 


tomers will be asking for 
Tavern Products. Be ready! 





Window 


leaner 













Order a supply from your Duwanleed by @ Every Tavern Product 
wholesaler or nearest office of 2 GOOD - carries a double guaran- 


Socony-Vacuum Oil Co., Inc., 
and its Affiliated Companies. 


tee; by the maker and 
by Good Housekeeping. 


HOUSEKEEPING 
atdedind theun 





Non-Rub Floor Wax » Window Cleaner 
Tavern Candles + Paint Cleaner 
Paraseal Wax * Floor Wax Paste 
Electric Motor Oil 
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The Future Welfare of America is in the hands 
of the farmer boys of today 


@ The farmer boy of today has op- 
portunities that were not available 
to his father. Comfortable motor 
buses take him over good roads— 
to good schools. State universities 
and specialized agricultural colleges 
open their doors to him. Scientific 
information that was not available a 
generation ago is his for the asking. 


All this is good—because the 
farmer boy is an important citizen. 
And everything that will help him 
to raise his standards of living— 
to improve his farming methods 
—ease his work—build his profits, 
will be of tremendous benefit to 
him—and to the country at large. 


The farmer boy early learns the 
importance of his community—and 
the people in it. He finds that the 


merchants, the bankers, the dealers 
who sell him goods, are neighbors 
and friends. They will go out of 
their way to be of service. 


Republic is proud to have many 
dealers of that type in hundreds of 
agricultural trading centers. We 
selected them with great care. They 
agreed to represent us only after 
satisfying themselves that they 
could honestly recommend our 
products to their friends. 


These dealers help you—by bring- 


benefit of their experience—helping 
you in every way possible. 

They help us—by giving us your 
point of view—keeping us abreast 
of changing needs—helping us to 
work ahead for the day when your 
boy takes over your farm. 


We have confidence in the farmer 
boys of this country. And through 
our dealer contacts, our Agricultural 
Extension Bureau, our Research Fel- 
lowship at lowa State College, our 
specially prepared booklets for farm- 
ers, our plants and laboratories—we 
are doing everything possible to 
make today’s American farmer boy the 
successful farmer man of tomorrow. 





ing you a fine 
line of Quality 
Steel Products 
at fair prices, 
by serving you 
sincerely, giv- 
ing you the 












REPUBLIC 
GALVANIZED ROOFING 


REPUBLIC 
STUDDED “Y™ POST 





Rerusiic 
FARM FENCE 
REPUBLIC 
CHANNEL POST 


RePusLICc 
BARBED WIRE 
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A nymbet of quality amd value 
fa steel products for the farm 


REPUBLIC STEEL CORPORATION 


(WIRE DIVISION) 
7850 South Chicago Ave., Chicago, ill. 
(General Offices: 
Cleveland, Ohio) 
Farm products plants 


at Gadsden, Ala., 
and Chicago, Il. par ove) 








How well do you know 


your local dealer? 


Your Republic dealer is inter- 
cated in you. You should be 
interested in him— for each 
of you helps the ether. Plan 
to get better acquainted, 
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Steel Traps That Show Their 
Metal on The Trap Line! 





BLAKE & LAMB 


For more than one hundred 
years, Blake & Lamb Steel 
Traps have shown their metal 
on the trap line. Among thou- 
sands of experienced trappers, 
they are known as the fur get- 
ter of least breakage, of longest 
life, of topmost efficiency and 
satisfaction. 


Today, Blake & Lamb are 
showing their metal in the 
field of competition. Dis- 
tributed through the hard- 
ware trade, they reach the 
trapper — a quality product 
priced low enough to meet 
and beat all other channels of 
distribution. 


Ask your jobber for Blake & Lamb, the Steel Trap of the hardware trade 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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FOR PROF! 


Join the thousands of dealers throughout the - 
country who are building a profitable Rope * 
Department in less than 4 square feet of floor space Bee 
with this WATERBURY “ROPE RETAILER” ‘Dis- a 
play Stand and the new, fast-selling 100 ft. Reels! z 3 
Your customers will like the convenience ond. 3 
economy of these modern rope “packages” that 
fit over any peg or instrument handle and enable 
the rope to be unwound without kinking or snarl- 
ing and in perfect condition. You'll like the reduced 
_ inventory, simplified handling and effective dis- . 
play made possible by the sturdy, all-metal "ROPE ia 
RETAILER” fixture ... yours at no extra cost & 
your initial order of all four sizes of ° 
WATERBURY “BLUE MARKER” Rope or 
BRAND—Brown Marker. Your jobber salesi 
_ will be glad to get yours for you. 








QUALITY | ROPEMAKERS <WATERBURY> FOR OVER 120 YEARS 
nd NOW: 


“HAY ROPE’! | 


A lrtardeek quality product. . expressly treated and packaged 
. for the Farmeér’s use . . . which you buy as you sell, by the 
| (pedeibed lnilb tekteod ol by fie pound! Sandand 1" tin: eae 
“REX” BRAND — Brown Marker Pure Manila. Readytut in 4 @ 
FOUR convenient lengths to fit various sized barns. Encasedin —_ 
corrugated container that preserves the rope in perfect condi- . | 
tion, keeps it free from dust, dirt and abrasion, and prevents 
kinking and snarling as it is withdrawn for use. No measuring — fy 
—no cutting—no weighing-'no waste! Container makes attracy | 
tive, sales-compelling display. Create a farmer preference for. | 
the Hardware Store by featuring packaged rope, Spe py. 
farm! Ask your jobber salesman for details. s 


WATERBURY ROPE OMPANY, INC, | 
401 PARK AVENUE +» BROOKLYN, NEW YORK 
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New Hardware for Modern Trends 








EW in design—new in trade appeal. This modern assort- 
ment of Cabinet Hardware possesses all of the sparkle and all 
of the streamlined beauty that today’s hardware market is seeking. 


New beauty with dignified simplicity is the touch this hardware 
gives to cabinets. The simple catch-and-hinge actions, the beauty 
of their individual designs and the luster of their finishes all 
contribute toward enhancing every job. 


Being National products, all of this new merchandise has stood 
the rugged laboratory tests for strength and dependable service 
even under the most severe 
working conditions. 


No. 707 Latch 





Note the many styles in this 


National 


assortment. Every one of 
them will prove an active 
sales leader with direct 
appeal to your trade. 


Further detailed information 
on request, or consult your 
National Catalog No. 24 for 





full descrip- No. 770S Cabinet Door Set 
tions of these 


products. 


National Builders’ 
Hardware is sold 
direct to the retail 
dealer—a_ policy 
that promotes 





tinh a quality, service 
\ and direct selling 
No. 106 Door Pull cooperation. 


a ene 





No. 760R Cabinet Door Set No. 107 Drawer Pull No. 770R Cabinet Door Set 


NATIONAL MANUFACTURING COMPANY #FTERUNG 
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EVER before have tools of equal merit EMPIRE 
PLIERS 
“Quality Tools at Moderate Prices” 
UTICA DROP FORGE & TOOL CORP. UTICA, N, ¥ 


been offered at such attractive prices. The 





display board assortment of Empire Pliers 
shown at the right has everything to make it a 
popular seller. Priced within the reach of 
everyone, Empire Pliers offer better value to the 
farm and home trade than other tools selling 
in the same price range. With them, you will 
be able to offer your customers the best value 


in dependable low-priced tools. 


Sold only through 


WHOLESALE HARDWARE JOBBERS FREE DISPLAY PANEL 


UTICA DROP FORGE & TOOL 
CORPORATION 


UTICA, N. Y. 


“Dependable Tools at Moderate Prices” 
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GIVES AS MUCH 
LIGHT AS THE 
ORDINARY 3 CELL 
SEARCHLIGHT 
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The ultimate in value and design.-- RAY-O-VAC'S 7 ee ee 7) 

rs »focuse ligh : metal spotlights with adjust- 777 
new streamlined Eyesocused flashlight that retails able f and 48 Ray.O.Vac 
for only 98c and looks twice the price. Unit No. 16 Asmored Top Colle,-- cost ]/ 
CPC CECE ts Bit. 0 AON s NOM tac is ROI $4.38, your profit *2.16. 7 
Cost you °6.26, Your profit °3.22. YY) 


RAY-0:-VAC COMPANY 
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Screen Time 


IS JUST 


AROUND THE CORNER 
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YHEN flies begin to-buzz around, people think 
' about screens—and where to get them. That’s 
y it will pay you to check up on your supply of 
een cloth right now and plan to display it where 
Sstomers will see it. Good display and personal selling 
@! let your customers know that your store is the 
er place to buy screen cloth. 
You don’t have to spend your time talking quality 
Men you sell Cyclone “Red Tag” products. The 
clone name takes care of that. More than fifty years 
Fservice and many years of national advertising have 


_. 


N 


‘WK 


WA 


\N 
\ 


WK 
~ 


S 
S 


SS SS 











established a customer preference for Cyclone that 
works for you on every sale. 

Cash in on the preference for products that bear the 
Cyclone name—and the Cyclone “Red Tag.” Cash in 
on fly time! Check your screen cloth needs right now. 


HOW ONE MERCHANT BUILDS SCREEN CLOTH SALES 
A hardware dealer in Illinois decided that when people need screens 
repaired, or need new ones, they seldom know what to do about it. So 
he set up a screen-making and screen-repair department—labeled it with 
a good sign—put up a display of screen cloth. Through small repair 
business and new screens, he has built a huge volume in screen cloth. And 
this plan has jumped his sales of screen hardware, nails, tacks, staples and 
tools, too. This is something that any dealer can easily do to boost sales. 


. . . the mark they remember 


when they need steel products. 


STORMSEAL ROOFING AMERICAN BARBED WIRE CYCLONE SCREEN CLOTH 
TENNESEAL ROOFING HEX-CEL POULTRY NETTING & HARDWARE CLOTH 
US'S ROOFING & SIDING SHEETS PROTECTOR POULTRY FENCE BLUE BONNET BALE TIES 
AMERICAN LAWN FENCE STRAIGHTLINE POULTRY NETTING WAILS, TACKS and STAPLES 
CYCLONE LAWN FENCE AMERICAN FUR FARM NETTING CLOTHES LINES 

GATES and FITTINGS CYCLONE BURNER BASKETS 


S°S CYCLONE <ret7" SCREEN CLOTH 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Illinois 


Branches in Principal Cities 


JANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California: UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 


UNIFED STETES STEEL 
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WE'RE TELLING OVER 


4500,000 PEOPLE 


asour NATIONAL HARDWARE WEEK 


¢ Here’s how Carborundum is going to help promote store 
traffic ... help you increase your profits ... during National 
Hardware Week. In three great farm papers and two famous 
magazines reaching the home craftsman, we are going to tell 


| @ J people about the selections and values that await them in 
TG ry ntleman the hardware stores of America. This special message will 
reach a combined magazine circulation of 4,563,384 . .. will 






As tremendous force behind your drive for more heudnats. 
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AND WE'RE READY WITH 
8 ATTRACTIVE DISPLAYS 


to help increase your profits 3 | - 
It’s easier to move merchandise if people can see it. } ; a AW ; | ! | ; | | \ oe 
; ; “ie 


That’s why we’re offering eight attractive displays 
to help you sell more Carborundum Brand Abrasive 


Products during National Hardware Week. Take y 
advantage of ceasned store traffic — this big ‘ S My AR PE ® | x ¢ 
special fo wo ose — — of these = 5 
catching displays. They'll help you pair up sales tae, i 
and nike any an extra seal Heretthey coal v STO N 3 S ,, * 
Fe 
1—No. 16 Scythe Stone Display ns es " 
2—No. 149 Pocket Hone Display i, 
3—No. 57 Farm File Display 
4—No. 767 Display Assortment of 
Sharpening Stones (Illustrated ) 
5—No. 955 Aloxite Brand Cloth 
Economy Roll Display 
6—No. 957 Combination Sharpening Stones 
7—No. 956 Grinding Wheel Display 
8—Ne. 66 Household Knife Sharpener 
Display 


PLACE YOUR ORDER NOW! 


We heartily recommend that you place your order 
very soon for one or more of these attractive 
Carborundum displays. Ask your jobber for com- 
plete details of hens money-making displays, or 
write direct. 


Illustrated is the No. 767 Display Assortment } h 
A 
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Ap aN 2 \ J | 
UM SHARPEN STONFS| 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


REG. U. &, PAT. OFF 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 
(Carborundum and Aloxite are registered trade-marks of The Carborundum Company) 
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OTHER POPULAR 
FENCE TOOLS 


NO. 1000 


pose combination plier. Flat nose 


Sturdy, general pur- 


three button’s cutters —pipe grip 


and teeth in nose. 4 sizes, 5 to 10". 


—=— 


NO. 1906 


puller. Two hammer heads —two 


Heavy. sturdy staple 


wire cutters -wire stretcher -pipe 
arip and pincers. 10” size only. Gun 


metal finish. 





Fence tool and staple 


puller. Heavy heads for hammering 
two button’s cutters—wire 
stretcher -staple pullers —gripping 


jaws. 10° size only —black finish. 











CRESCENT 


No. 1936 


by 
CRESCENT 


Cash in now on Spring fence erection 
and repair work. Crescent presents the 
improved, all-purpose Fence Tool No. 
1936 that sells on sight. Sturdily con- 
structed with gun-metal handles and 
polished utility head . . . the Crescent 
Fence Tool combines pliers, staple 
Will ap- 


peal to a wide market because of its 


puller, cutters and hammer. 


many unusual utility features. Order a 
supply from your jobber now . . . put 


them on display . . . watch them sell! 


Overall length—101,4 in. Weight—114 
lbs. Packed one in a box. Carries full 


Crescent Guarantee. 


CRESCENT TOOL CO., JAMESTOWN, N. Y. 


and Smith & 
Hemenway 


CRESCENT FENCE TOOL 































Special head openings grip 
staples firmly.Ample lever- 
age makes strong hand- 
grip unnecessary. 





Grip between handles used 


to stretch wire before fast- 
ening, and for making 


twisted wire connections. 





I 





Sharp. heavy prong for 
driving in behind and 
pulling out stubborn rusty 
staples. Serves many other 
useful purposes. Note 
broad hammer face for 
driving staples casily. 














Both wire and staple can 
be gripped together, and 
pulling leverage exerted 
against prong. 
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What does Red Edge Screen Cloth 
have, that other screen cloths do 
not? 

First and foremost, it has that charac- 
teristic red edge. That means positive 
customer identification at the point of 
sale—your store. 

And that red edge means customer 
acceptance, too. It instantly recalls to 
their minds the super-service and solid 
satisfaction that Red Edge Screen Cloth 
has given them. 

Because Red Edge is an all-quality 
screen cloth—beginning with high grade 
wire, and extending through every step 


THAT'S ME= 
EXTRA QUALITY 


DOUBLE PROTECTION 
AND LONGER WEAR 


of its fabrication—all in Reynolds’ 
own factory .. . by Reynolds’ own 
precision processes and scientific sys- 
tem of control. 

Every roll of Red Edge Screen Cloth 
is 100 continuous feet of perfect cloth 
.--No two-piece rolls...no waste scraps 
of cloth. 

With the red edge itself reminding 
customers of its own quality—you will 
sell Red Edge Screen Cloth easier 
and quicker. That means profits now 
from present sales, and profits to come 
from future repeat business. It pays 


you double to be a Red Edge dealer. 


SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY 





WRITE 
FOR 
SALES 
HELPS 


BRANDS 
Sun-Red Edge 


umi 
(electro-plated with zinc) 


Sun-Red Edge Bleck 
(painted) 


Sun-Red Edge Bronze 


right 
and Noxide (antique) 








MARCH 9, 1939 








WORLD'S LARGEST PRODUCERS OF POWER MOWERS 
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SPECIAL 


for HARDWARE WEEK osdy 


YOU CAN RETAIL 
THESE BEAUTIFUL 


SCALES Jor 
$998 


Slightly Higher in Far West 


with handsome Profits 


THE ONLY SCALES WITH ZEROSTAT CONTROL 


To enable you to have a real sales-producing leader 
for Hardware Week your jobber is prepared to give 
you a special price on Counselor Scales, Model 101. 
You can retail these outstanding scales, with a 5 year 
guarantee, for only $2.98 and still make a full profit. 


Bd es ANE ye Oh 





Counselors are the only scales with the revolutionary 
Zerostat Control. That means unfailing accuracy, 
sound, sturdy construction and extra long service. 
Don’t miss this sure-profit special for Hardware 
Week. The Brearley Company, Rockford, Illinois. 


Order Now To Assure Desired Delivery 


UR JOBBER 


HARDWARE 


AGE 


Pie wrdetsteolenl ab 








P 
: 


SAGES, 


PN See 


inl FP 








Ce, OSE ee er ee 


A 


Get Your Order In NOW for 
i a A ee! 


WINCHESTER .22 Automatic 


World Famous Shot 
AD. TOPPERWEIN 
Says— 

"A he-man’s gun!” 


teran Designer 

F. F. BURTON 
Says 

A real Winchester! 


ADVERTISED IN FULL-COLOR COVERS 
IN LEADING APRIL MAGAZINES 


OUR customers have been waiting for this new 

Winchester .22 Automatic. Now it is here! An- 
nounced in smashing full-color advertisements in lead- 
ing sportsmen’s magazines for April—out in mid-March. 
Outstanding value. A totally-new-design, full man’s 
size Winchester .22 Automatic Rifle priced to sell right 
along with the newest, improved “eyed hand-oper- 
ated repeaters. Shooting the popular, economical .22 
Short rim fire cartridge—both regular and high-speed. 


Bound to be in heavy demand for its up-to-the- 
minute action design, handling convenience, fit, quick 


pointing, and accuracy. A grand camp gun—for holi- 
day at cottage, cabin or tent—on canoe cruises or trailer 
trips. With its choice of regular or high-speed car- 
tridges, distinctly there with “what it takes” for a va- 
riety of small game and pest shooting. 


Get in on the early demand for this Model 74. In 
anticipation of heavy consumer interest all available 
production resources are a used—but inevitably, 
orders must be filled in the order of their receipt and 
your best assurance of having rifles early is to order 
AT ONCE! 





WINCHESTER REPEATING ARMS COMPANY, 


VISION OF WESTERN CARTRID COMPANY 
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NEW HAVEN, CONN., U.S.A. 











More than 











colorful, d 30,000,000 





the coun 
Prospects tight in 
your Neighborhood. 


NE of the greatest sales-building drives 
in the history of paint ,advertising is 
being launched to back up every dealer 
handling Pittsburgh Paints during 1939. 


Our tremendous 24-sheet poster campaign, 
forceful, full-color national magazine adver- 
tising, generous, cooperative newspaper 
and poster advertising will literally blanket 
the country with millions upon millions of 
hard-hitting, se//ing messages. It is incon- 
ceivable that any prospective paint custo- 
mer could miss this Pittsburgh advertising! 
And for yourown storeuse, there are beauti- 
ful window displays, counter displays, eye- 
compelling Neon signs, counter signs, wall 





THIS SALES-BUILDING 
PROGRAM WILL MEAN 
ADDED PROFITS FOR 
EACH ONE OF YOU! 





















premiums, 
color books— 
and other business- 
pulling dealer helps. 


Cash in on Pittsburgh’s 1939 drive for busi- 
ness. Take full advantage of the growing 
demand for one-day painting. Stock these 
well-advertised, well-known brands— 
Pittsburgh Wallhide, Pittsburgh Florhide, 
Pittsburgh Sun-Proofand Pittsburgh Water- 
spar Enamel and Varnishes. Our represent- 
ative will gladly call on you. Or write for 
our descriptive Pittsburgh Plan Book, 
“Wake Up And Sell.” Address; Pittsburgh 
Plate Glass Co., Paint Div., Pittsburgh, Pa. 
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CORTLAND GRAY-WICK 


CORTLAND BLACK 


ULTRA~ PREMIER 





CORTLAND BRONZE 


Also Cortland Copper 





THE NEW 4-WIRE SELVAGE 


MARCH 9, 1939 


see 


@ A complete line of screen cloth from the wire to the 
finished product made with the added advantage of 
over 60 years of “know how”. 


GRAY-WICK... Dull finish galvanized—electro-zine coated and 
heavily enameled with pigmented varnish. Made from Open 
Hearth Copper-Bearing Steel— full gauge wire. Made in 12, 14, 16 
and 18-mesh, standard widths. Extra wide widths, 54 and 60”. 


BLACK ENAMELED...A low priced screen cloth made from 
rust resisting Open Hearth Copper-Bearing Steel. Hard, elastic 
enamel finish by special process. An exceptional value at the price. 
Made only in 12-mesh, standard widths. Extra wide widths, 54, 60 
and 72”, 


ULTRA-PREMIER ... Extra heavy. Superior strength especially 
suited to doors and other hard usage. Made of 14-mesh 30 gauge 
wire about 50% heavier than standard cloth. Made from the special 
alloy Open Hearth Copper-Bearing Steel, electro-zine and heavily 
pigment coated. Extra wide widths, 54 and 60”. 


BRONZE... The “last word” in wire cloth. Made of special 
alloy 90% copper and 10% zine, yet with all the elasticity of hard 
steel wire. Impervious to salt air, acids or gases. Absolutely rust- 
less. 14, 16 and 18-mesh made from .0113 gauge wire; also in heavy 
grade of 16-mesh .015 gauge wire. Extra wide widths, 54, 60 and 72”, 


Special bright or antique finish. 


Rugged protective cartons ip which all Cortland 
Screen Cloth is packaged facilitate easy handling 
and provide attractive display value. 


WICKWIRE BROTHERS 


SORT LAN O-‘-N BW VO HR K*: G2. A 


SEND FOR THESE Selling Helps 


WICKWIRE BROTHERS 
CORTLAND, N. Y. 

@ Please send a set of 3 valu- 
able screen cloth selling helps, 
consisting of an actual sample 
book, surface tables and retail 
sales price book, and screen 
cloth folder 


Signed____ 


Company 


Address 
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STEARNS 


Build Your Spring Profits With These 


, PowerLawn Mowers 






4 A five year record of continuously in- Model 124-ST 
: creasing profits for the Hardware Trade $17950 
plus a lower price range for 1939 is Solid Rubber Tires 
complete assurance that Stearns Power 
Lawn Mowers will help solve your Spring 
sales problem. 


Model 181-ST 


$6950 


Solid Rubber Tires 
















Built especially for distribution through 
the Hardware Trade, Stearns Power 
Mowers have known no depression for 
five years. During this period they have 
been one of the most active sellers in 
the hardware store. 













Model 124-PT 


$199200 


Goodyear Pneu. 














10 MODELS 
Six Wheel-Drive Four Roll-Drive 








All Reasonably Priced, Starting at 
$69.50 





Model 318-ST 


$9450 


Solid Rubber Tires 








Model 22-H 
$17 500 


These are real, dependable items of merchan- 
dise that are entirely free from tricky or compli- 
cated mechanism and are simple and easy to 
start and to operate. They are supported by a- 
big national consumer advertising campaign in 

10 leading magazines reaching more than 5 

million homes monthly. This advertising appears 

during the entire selling season. 
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Here are representative models and prices. its 


All models are equipped with the famous 
Briggs & Stratton engine and all models have 
solid rubber tires on drive wheels, rollers and 
casters. At moderate extra cost, all wheel-drive 
models can be supplied equipped with 
Goodyear pneumatic tires. Model 26-A 


$23500 


farm 


Wire- 


ber | 
Model 318-PT 


$10 350 


Goodyear Prev. 
Tires 
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Ask Your Jobber or Write Us 
for Catalog No. A3 


troul 


E. C. STEARNS & CO. 
SYRACUSE Estab. 1864 NEW YORK 
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HERE’S A FENCE 
‘we 
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Steel Products 


















U-S-S American—T Posts are favorites 
with thousands of farmers. Strong and 
rigid. Slit-wing anchor drives easily and 
takes a firm bite in the ground. 









U-S-S Roofing and Siding Sheets are 
famous for long service and full protec- 
tion. They come in a complete line, in- 
cluding the specially designed StormSeal 
and Tenneseal Roofing Sheets. 












| ... and one that 
| your customers really know! | 


















= 
: USTOMERS instantly recog- extensive fence advertising in lead- 
a nize that you sell good fence ing farm magazines keeps reminding 
7 ‘ "a . : 2 : 5 =e U-S-S Barbed Wire is made of good 
> when they see the U-S-S American your customers of these high quality sent ads, Ge ee es ede 
ae " = ° : rust. Five styles of barbs to choose from. 
label. For more than forty years fences and directs them to your ea ptngg sexes ye tty 
American Fence has been proving store. , 
“een ' STORMSEAL ROOFING 
its superiority on thousands of TENNESEAL ROOFING 


° f U-S-S ROOFING SIDING SHEETS 
farms. Good, heavy copper-bearing THE UP WITH THIS ACTIVE . vest ee ese 
wire—even galvanizing—full num- CUSTOMER PREFERENCE CYCLONE LAWN FENCE 
; I i ' GATES AND FITTINGS 
ver of stay wires — the popular [ake advantage of the sales and AMERICAN BARRED WIRE 
hinged joint construction — these profit opportunities that come from HEX-CEL POULTRY NETTING j 


PROTECTOR POULTRY FENCE 





» and other American features mean identifying your store as the place STRAIGHTLINE POULTRY 
% : “eo NETTING 
longer fence life and less fence to buy U-S-S Steel Products. Carry AMERICAN FUR FARM NETTING 
trouble for your customers. a full line—display them—and tell CYCLONE SCREEN CLOTH 
: é CYCLONE HARDWARE CLOTH 
lhe remarkable service records of all your customers why it pays to BLUE BONNET BALE TIES 
American Fences have established buy steel products that bear this F vee oe wt 


them as heavy favorites. And our well advertised trade-mark. 


E AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
A COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 
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@ Get your share of thedsig alter and dog chain business -. 

that is being dong@fight now. A small display of this " 

timely numbe ing you many sales. Put a few of 

the chain re om can see them--erd the eo 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 








> 


AMERICAN CHAIN DIVISION © AMERICAN CABLE DIVISION © ANDREW C. CAMPBELL DIVISION © FORD CHAIN BLOCK DIVISION @ HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION © MANLEY MANUFACTURING DIVISION © OWEN SILENT SPRING COMPANY, INC. © PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION © READING STEEL CASTING DIVISION # WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
CHAIN COMPANY, LTD. @ IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. © THE PARSONS CHAIN COMPANY, LTD. « I” Business for Your Safety 
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HOW TO PERSUADE WOMEN 


to Shop at a Hardware Store 





@ You and I know that women 
make 85% of the nation’s retail 
purchases. We know, too, that 
the biggest problem of the 
average hardware retailer has 
been to capture his rightful 
share of her business. Long es- 
tablished buying customs have 
been against him. All too often his selection of 





merchandise, his promotion methods, the very 
appearance of his store, have all been against him. 

. In 1927 Hibbard’s decided to help dealers DO 
something about this situation. The practical and 
successful result of our twelve years’ effort to 


suUCH 
ATTRACTIVE 


this end is now working in HIBBARD’S 8-POINT 
True Value MERCHANDISING SERVICE, which deal- 
ers tell us is ‘the first and only complete merchan- 
dising program in the history of the hardware 
business.” 

Exactly how this service enables dealers to win 
the good will and patronage of women, as indi- 
cated in the above illustration, will be graphically 
told in a series of advertisements to appear in 
these pages. They tell a story which will definitely 
interest you. Watch for them. Profit from them. 


HIBBARD, SPENCER. BARTLETT & @. 


211 EAST - 


50 


WATER ST. 


Skit oo Aas ©. 
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Informal Editorial Comments 





by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 





Hail Alabama! :— 


The State of Alabama is the 
44th state to enact a fair-trade 
law that will permit resale price 
maintenance on trade-marked or 
branded goods. This is a real 
victory for the independent re- 
tailers and wholesalers in that 
Southern state. «The retail drug 


Missouri have not made _ such 
headway. 


By Request :— 





will again and on these pages of- 
fer a brief summary which I hope 
will clarify the picture for our 
readers. 


ssl trade led the fight and polled of- Fair trade legislation has been 
al- “ fice-seekers before election and given considerable attention at the For Laymen aan 
n- £ generally maintained a barrage current retail hardware conven- In my discussion of these laws 
it which included a commitment tions. The desire for more resale I have, of course, been doing so 
re from the Governor. The Alabama price contracts in the hardware only as a layman, but I have al- 
hardware dealers also approved field seems well established despite ways taken pains to obtain com- 
in and endorsed the fair-trade bill the discouraging indifference that petent legal assistance and advice 
and pledged support to the splen- _—so many retailers are showing on before expressing any views. In 
ji- did work of the drug retail field. this subject when it comes time these discussions I have endeav- 
ly Other retail _ groups joined the to actually sign and return a con- ored, as one layman to another, to 
. fight and a victory has been won. tract furnished by a manufactur- explain these laws and to strive 
in Governor Frank Dixon signed er. Wherever I have been, among to simplify them, as they deserve 
sly Alabama’s fair trade law on Feb- hardware dealers, considerable to be simplified, in contrast to an 
ia ruary 20, 1939, making it effec- confusion prevails as to the differ- apparently widespread attempt to 





tive immediately. The four states 
without fair-trade laws are: Texas, 
Missouri, Delaware and Vermont. 
In Texas and Vermont, at press 
time, fair-trade laws are in proc- 
ess of being voted by state legis- 
latures, but the chances are only 
fifty-fifty in either state. Similar 
laws proposed in Delaware and 


ent functions of the Robinson- 
Patman Law; the State Fair Trade 
Laws as they now exist in 44 
states and the Tydings-Miller Law, 
which is the Federal enabling act 
to permit interstate contracts. On 
several occasions I have been 
asked to explain the chief points 
of these laws and “by request” 


mystify their meaning and intent. 
And here goes for another attempt 
in the same direction and again 
with proper legal advice. 


Patman Law :— 


The fundamental basis of the 
Patman Law is that all competi- 
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You’ll be miles 
ahead of competi- 
tion with this bril- 
liant, colorful dis- 
play of Lockwood 
Builders’ Hardware. 
No other line pays 
such handsome 
profits for adequate 
sampling. 











These two cases will 
put you in a position to 
get important volume out 
of the residence hardware business. They pack a real 
selling punch. 

Increased residential building promises big re- 
wards to dealers who are ready to take the builders’ 
hardware business. You can get more than your 
share with the Lockwood Portable Sample Room. 


Write today for folder giving complete details 





on how to obtain it. 


Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchburg, Massachusetts 
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tors must have the same price, 
terms and conditions for the same 
quality and quantity. This law 
makes no attempt to establish re- 
sale prices nor does it deal with 
resale price contracts. As we have 
stated, unnecessary confusion has 
arisen in this respect. It merely 
provides a proper rule that com- 
peting distributors be treated 
alike. It adds an important pro- 
vision by penalizing equally both 
buyer and seller for known viola- 
tions of these regulations. It also 
outlaws “phoney” allowances for 
display, advertising and demon- 
strations, but permits such allow- 
ances, if available on the same 
terms, to all competitors. It is 
thus clear that the Patman Law 
ought not to be mixed up or con- 
fused with the high privileges 
given by these new state fair trade 
laws. 


Fair Trade Laws :— 


Although there are differences 
in detail in the wording of these 
laws in the 44 states, the funda- 
mental intent is the same in all of 
them. Until the Tydings Law was 
enacted, the intent of each of 
these state laws was to permit, on 
an intra-state basis only, resale 
price contracts binding on all dis- 
tributors of trade-marked goods 
in each particular state. For ex- 
ample, under the law of any such 
state, a manufacturer either 
through his own established office 
in such state, or through an ac- 
credited representative, may con- 
tract with his distributors for es- 
tablished prices on his branded 
goods; and such a contract even 
though made with a single cus- 
tomer in that state, becomes equal- 
ly binding on all other dealers in 
that state. Such contracts are 
binding whether the goods are 
sold either through wholesalers or 
direct to retailers. As has been 
stated, these laws, standing alone, 
could not be used in interstate 
commerce, but this was changed 
when the Tydings Law became 
effective on August 17, 1937. 





Tydings Law :— 
The Tydings Law changed this 


situation. It is an enabling act in 
the sense that it permits a manu- 
facturer in any state to make re- 
sale contracts with his distributors 
or dealers in any of the 44 states 
which have these laws and to do 
so without violating any Federal 
law. In other words, any manu- 
facturer may make such a contract 
with one or more of his distrib- 
utors or one or more of his retail- 
ers in any state having such a 
law. Such contracts will then be- 
come binding upon all of his dis- 
tributors and his retailers in such 
state, even though they have not 
signed such a contract. He does 
not have to establish 44 staie of- 
fices, locally licensed or incorpo- 
rated, but may hop over the inter- 
state barrier and avail himself of 
the provisions of this law in each 
of the states which have them. 
The correctness of this statement 
has been amply proven by deci- 
sions of the U. S. Supreme Court 
and of the highest courts of sev- 
eral of the states which have 
these laws. 


Exceptions :— 


All of these state laws contain 
certain exceptions such as the 
right of a dealer to disregard the 
established price in close-out sales 
(but many states require that op- 





National Hardware 
Week 
May 6 to 13, 1939 


The objective of Na- 
tional Hardware Week 
is “to make consumers 
more hardware store con- 
scious.” This is a most 
worthy effort. Make up 
your mind now to par- 
ticipate in this promotion 
event. Further details are 
given in this issue. See 
page 66. 











portunity must first be given to 
the manufacturer to buy back his 
goods), damaged-goods sales, sales 
by court officers, etc. In practical 
experience by manufacturers who 
have already adopted this proced- 
ure, no great inconvenience has 
been experienced with regard to 
these exceptions. I have thus at- 
tempted to set forth, in plain 
words, the true meaning and in- 
tent of these laws and to correct 
any belief that they are confusing. 
Beyond this point, I urge compe- 
tent and experienced legal advice 
for assuring reasonably trouble- 
proof utilization of these laws. 





Temperamental : 


One of the most successful sales 
executives I know made an inter- 
esting comment about good sales- 
men being temperamental. Said 
he: “A good salesman has to be 
somewhat temperamental, high 
strung and often difficult to han- 
dle. He is up in the clouds of 
high hope one day and down in 
the depths of discouragement the 
next. The one balances the other 
and gives him that certain some- 
thing that makes him fight for 
and desire to go out after the 
business.” All this was said quite 
casually during a pleasant four- 
cornered luncheon conversation. 
It was never said to be quoted 
for publication, but yet it has 
vital truth ,that merits repetition. 
All of us know successful sales- 
men whose make-up, viewpoint, 
behavior and performance check 
with this simple, off-hand observa- 
tion. It is a good thought for 
store owners and other sales man- 
agers to hold in the recesses of 
their minds the next time they are 
about to scold some successful 
salesman just because he shows a 
display of temperament. As this 
friend aptly expressed it, the ups 
and downs of successful selling 
often require some temperament 
to give a man the proper fight 
and desire to go out again and 
again to sell his services or goods. 
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Jehovah and the Continen- 
tal Congress.” 

That was the authority upon 
which Ethan Allen demanded the 
surrender of Fort Ticonderoga 
and he got away with it. That 
eventful morning in American his- 
tory the leader of the Green Moun- 
tain Boys won a great victory and 
established a dangerous prece- 
dent. Ethan actually mixed re- 
ligion with business and made it 
stick. Of course, his business, just 
then, was war. 

Ask any man who has been run- 
ning a retail hardware store for 
over a span of years if it, also, 
isn’t a fight, a battle, a war—and 
he will probably reply, “I'll tell 
the world.” 

A number of these dealers have 
been injudiciously mixing their 
ideas of religion with hardware 
engagements and the results, too 
frequently, have been disastrous— 
some of them permanently so. 

So, for a short time, let us con- 
fine our thoughts to the thought- 
less mixing of religious convic- 
tions with business. 


“TL the name of the Great 
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“The expression 
of a_ religious 
opinion is TNT.” 


There is no doubt the teachings 
of religion have vital business in 
mercantile establishments, both 
big and little, but audible at- 
tempts to teach, preach or argue 
religion in a store during business 
hours promotes discord. Travel- 
ing men observe that the obvious 
invitation to debate is too fre- 
quently accepted. Differences of 
opinion arise. Adhérents to a va- 
riety of religious sects show zeal- 
ous desire to propound or to de- 
fend their faiths. Hecklers fan the 
flames. 

One or two such conflagrations 
convinces the average dealer that 
the expression of religious opinion 
in a store is T.N.T. The most in- 





“Some human beings will use a 
store as a forum as long as the 
proprietor encourages them!” 


Customers are not on trial when they 
come to a store but the merchant, his 
goods and services are always in court 


By Roy F. SouLe 


nocent of these opinions may open 
the way to an argument on the 
subject. The friction of such 
heated discussions very often sets 
off an explosion and, when such 
bombs do burst, innocent bystand- 
ers suffer. Their ears are assailed 
by comments which offend. They 
get out. Too often they stay out. 
Direct participants, themselves, 
come back. Some human beings 
enjoy, even revel, in religious ar- 
guments and they will use a store 
as a forum as long as the proprie- 
tor, by participation in such dis- 
cussions, encourages them. A store 
is a place of places for the prac- 
tice of religion—without a mega- 
phone. 

The world has taken grateful 
advantage of the fact that one of 
the cornerstones upon which this 
nation was founded, and upon 
which it has been developed, is 
freedom to worship according to 
the dictates of conscience. Nat- 
urally there are more different 
brands of religion among the 
American merchant’s customers 
than are found in most other 
countries. This multiplies the dan- 
ger arising from religious discus- 
sions in the market place. 

The older one grows, the greater 
is his respect and appreciation of 
those who earnestly endeavor to 
live up to their professed religion, 
regardless of what that particular 
faith may be. 
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Religious discussions in stores 
and mouth-to-ear spreading and 
expanding of what is said is gen- 
erally a rural error. There are 
times when a country dealer finds 
it difficult to withdraw from such 
a debate, even to wait on trade. 
Then he endeavors to explain to 
the customer and either another 
argument develops or a disturbed 
customer leaves, feeling his trade 
to be a matter of somewhat minor 
importance to that particular mer- 
chant. Any way you look at it— 
it doesn’t pay. Anything certain 
to offend some of a merchant’s 
customers is better out than in. 

The Divine Creator pours sun- 
shine upon the just and upon the 
unjust. Examples of such impar- 
tial generosity abound. So it seems 
reasonable that the Almighty’s 
giving may be an example for our 
selling. As good merchants we are 
supposed to sell not only to the 
best people but to those whose 
moral conduct leaves much to be 
desired. Yet there are dealers, 
hanging on by the very slimmest 
sort of a margin, who say, “I don’t 
want that person in my store.” 
“Their room is better than their 
company.” “I gave them what 
they asked for, but I made it plain 
I didn’t care for their trade.” 

Such a dealer may maintain 
that he does nothing to attract 
such trade. Some of the charac- 
ters to whom he objects might 
truthfully reply that they accepted 
the invitation of his newspaper 
advertisements or that they yield- 
ed to the temptation of his attrac- 
tive window displays. 

Many dealers, however, con- 
tinue to give scant attention to 
customers whose conduct they do 


not approve. Clerks, all too fre- 
quently, over-ape the boss. To- 
gether they drive many customers 
to other stores where the owners 
know that a smile and an earnest 
endeavor to serve a customer does 
not constitute a condonement of 
sin. 

Guilty people are thin-skinned. 
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“When one of these obstinate 


men fails he carries others into 
the crash.” 
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Some of the most hardened 
wretches are very sensitive to any 
sort of slight. Good salesmen re- 
alize this and put a little more of 
the milk of human kindness into 
their voices when they greet a 
customer who has reason to feel 
ashamed of himself. Like a doc- 
tor’s free patients, some of the 
lesser customers occasionally 
prove to be very good business 
friends. 

Seeking the trade of those 
whose sins have become public 
property may not be sufficiently 
attractive to warrant even a small 
allotment of the advertising ap- 
propriation. But seeking such 
trade and caring for its unsolicited 
wants are two very different things. 
Few merchants realize how ex- 














EDITOR’S NOTE: Several hundred wholesale hardware sales- 
men, picked at random from the more than 3000 who are regu- 
lar readers of HARDWARE AGE, were invited to answer the 
question, “Why do retail hardware stores fail?” Their answers, 
based on their own first-hand experiences, are highly informa- 
tive, interesting and a useful contribution to the study of hard- 
ware distribution problems and offer, in part, a solution to one 
serious phase of the failure question. The fairly uniform opinion 
of these traveling men merits earnest consideration from all 
dealers, and emhasizes again not only their dependability, but 
their interest and cooperation in behalf of successful retail cus- 
tomers. The answers from these salesmen have been given to 
Roy F. Soule, who has been assigned to write several articles 
based on these salesmen’s opinions. 
inimitable style. This is Mr. Soule’s sixth article on the subject. 


This he is doing in his own 
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ceedingly difficult it is to win the 
confidence of tough customers. 
That is because sin accentuates 
suspicion. The merchant who has 
many “hard” customers may know 
to a certainty that he and the busi- 
ness which reflects his principles 
have achieved respect in places 
where such homage is most reluc- 
tantly acknowledged. Some cus- 
tomers mean more when they call 
you a “straight shooter” than do 
others who proclaim you an ex- 
emplary citizen. 

Sinners have no corner on stub- 
bornness. Righteous indignation 
has been known to prolong itself 
into a chronic condition. A dealer 
so afflicted usually spends more 
time and energy on his pet aver- 
sion than he does on his business. 
When one of these obstinate men 
fail he invariably carries others 
into the crash. Clerks lose their 
jobs. The landlord has an empty 
building on his hands and cred- 
itors settle at a sharp discount. 
Remorse has no cash value. 

It is no compromise with evil 
to consider what constitutes sin in 
selling all types of customers; ex- 
cepting those who indicate inten- 
tion to use their purchases for 
criminal purposes. 

Are we wrong in believing that 
the use a merchant makes of his 
money is a matter of vastly greater 
importance than is the manner in 
which those dollars were gained 
before they were used to buy hon- 
est merchandise? Customers are 
not on trial when they come to a 
store to buy: but, the merchant, 
his goods and his services are most 
definitely in court. 

A Salvation Army officer is said 
to have once been sharply ques- 
tioned as to funds contributed to 
his organization by a very evil 
man. The captain’s reply was, 
“He has so few virtues I would 
not deny him that of giving.” 
Sources of income are all but for- 
gotten as the Army spends to the 
glory of the One they serve. 

Was it Buddha—or Mohammed 
or Ethan Allen’s Great Jehovah 
who said, “Judge not that ye be 
not judged?” I am not certain, 
but I believe each, in his own way, 
made clear that rule. Deities are 
in accord on basic standards of 
moral conduct. Only the small 
fry waste their time arguing. 
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By ADON H. BROWNELL 


Chapter 46—Advanced Course 





Hospital Hardware 


T the close of the preceding 
A chapter I said that we 

would consider hardware 
for hospitals in this installment 
and pointed out the fact that a 
great deal of special hardware has 
been developed for this type of 
building. Let me again remind 
you of all the general items used 
in all types of public buildings 
which we have already studied in 
our Advanced Course, including 
door closers, floor hinges, lavatory 
hardware and the like. 

There are two distinct types of 
hospitals to consider in the group 
we are now about to study. The 
first, with which we are most 
familiar, is the building to serve 
the sick who are sane. The second 
is the building to serve the sick 
who are insane. Many of their 
problems are identical but the 
locking problem for buildings de- 
signed for the insane is much more 
complicated. 

First let us consider the matter 





Fig. 1—Regular weight ball 
bearing hospital butt. 














Fig. 2—Friction hinge 
loose pin type. 


of butts. All of the things we have 
previously learned regarding 
throw, bearings, metals, etc., ap- 
ply here, the only difference being 
that in the better hospitals it has 
become a matter of good practice 
to furnish butts similar to that 
shown in Fig. 1. Note the fact 
that the ends of the barrel are 
rounded so that it is impossible to 
attach ropes or wearing apparel. 
No one could possibly hang him- 





Fig. 3—Roller door holder. 


self from the barrel of a butt of 
this type. 

This type of butt is easily kept 
free from dust and dirt and is 
suitable for both kinds of hospital 
buildings. They come in extra 
heavy and heavy weight and in full 
mortise, half surface and full sur- 
face. They are made in wrought 
bronze and steel, cast bronze and 
iron. 

Many hospitals, where the rooms 
are not controlled by door closer 
devices, use friction hinges to pre- 
vent the doors from slamming. 
Fig. 2 shows one of many types of 
friction hinges manufactured. In 
using any type of friction hinge it 
is very important that the jambs of 
the door frame be securely an- 
chored. 

Another method when neither 
door closers nor friction hinges are 
used that will prevent doors from 
slamming, is to equip each door 
with a roller door holder such as 
is shown in Fig. 3. 





Fig. 4—Roller catch for door jamb. 
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At the door jamb, especially 
when friction hinges are used, a 
roller catch is often furnished. 
This is shown in Fig. 4. It is 
noiseless in operation and is posi- 
tive enough so that it will elimi- 
nate all chattering of the door 
against the stop. 

If the roller latch is not used, 
three rubber door bumpers, shown 
in Fig. 5, on each door will 
cushion the door as it comes to a 
closed position against the stop. 

On these types of installation it 
is customary to use a dead lock 
for locking the door and a push 
plate with a hospital arm pull 
similar to Fig. 6 for opening. A 
nurse may have her hands oc- 
cupied with a tray of food. With 
this hospital arm pull on the door 
she may hook her arm under the 
pull and open the door without 
setting down the tray. 

In the interest of quiet, so neces- 
sary in a hospital, even the locks 
can be manufactured with a pneu- 
matic device in the lock by means 
of which the bolt goes into the 
deadlock position slowly and 
quietly. Fig. 7 shows a typical 
lock for a private patient’s room. 

When friction hinges are used, 
the friction of the hinge will hold 
the door in a slightly open posi- 
tion where desired, for ventilation, 
but many hospitals prefer door 
closers on the room doors, so man- 
ufacturers have developed a door 
closer, like Fig. 8, which holds the 
door slightly open when desired. 

The various locks for hospital 
doors of the sane sick are not so 
different. In fact, many times they 
operate in the same manner as 


Fig. 5—Rubber 
door bumper. 
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those suggested for office build- 
ings. However, when we come to 
the locks for hospitals for the in- 
sane we have a different problem. 
Here all room doors must be se- 
curely locked. Fig. 9 shows a 
heavy, no-click hospital lock with 
a spring box strike that allows the 
dead bolt to enter with a no-click 
noiseless operation. 


a0 


Fig. 6—Hospital 
arm pull. 


Fig. 7—Hospital room lock 
with pneumatic feature. 





HARDWARE 





Fig. 10 shows a hospital latch 
with auxiliary latch bolt. This 
latch is so constructed that the hub 
holds the knobs rigid. The door is 
always locked when closed. This 
type is particularly adapted for 
asylums so that the attendant can 
enter a room for violent patients 
and kick the door shut as he steps 
in so that no one can slip by him 
and escape. He must unlock the 
door to leave or enter the room. 

Fig. 11 shows another peculiar 
condition which has been success- 
fully met. This is a unit lock of 
unusual construction. Unlocking 
the door from the outside uncovers 
the inside keyhole, which then re- 
mains visible, since the keyhole 
protection, or cover, is automati- 
cally locked by the stop lever in 
face of lock when the door is 
closed. This prevents the covering 
of the keyhole by an inmate while 
an attendant is within the room. 
Opening of the door with a key 
by the attendant on the inside, re- 
leases the stop lever and allows 
the protector to be thrown over 
the keyhole, in which position it 
is automatically locked until re- 
leased by the key from the outside. 
The auxiliary latch automatically 
safeguards and deadlocks the latch 
bolt, preventing it from being re- 
tracted by any instrument inserted 
between face of lock and strike. 

I hope that you will never have 
the unpleasant duty ‘of having to 
visit any institutions for the in- 
sane, especially those who are vio- 
lently insane, but if it does become 
your duty, as it has been mine in 
the past, you will fully realize the 


Fig. 8—Hospital door closer 
with hold open feature. 







































SECTION THru Heap 


Popes 
Suta™ 


ra 
> sil Prastae 
Pin i 
a > $a 
nm 


Exteeion = \\ <SHs K 





Tem o 











7 











Smurree 

















/ A 
Step Meno 
- Su. / 


Par 
‘ ae 








Siomme “i Ve 


Re 


SECTION THRU SILL. 














Out-Swinc CASEMENTS 
IN Frame WALL. 


Sinere Casement 
Swinging Ovr . 


Sinere Casement 
Swinging In 


MEETING STILES. 


4 a 








AuTHOR'S NOTES. 





NDITIONS . 


{e} 


(E}-— ALways CHECK WIDTH OF STooL if ADJUSTERS ARE APPLIED TO STOOL. 


IN-SwINGING CASEMENTS 
In Bricx-VENEER WALL. 






































SECTION THRU HEAD 


Paper . 8 
SweaTuing |. 


} ee 


SECTION THRU Sivde-JAMeB . 


“Stowe .": 
weed 


paper” 


Section THRU SILL 











(F)——lF_SHUTTER-OPERATORS ARE TO BE FURNISHED GET ALL DIMENSIONS, BUT, 
BetTEeR Stitt, SEND Copy OF DETAIL To MANUFACTURER. 











importance of proper locking de- 
vices. 

To me it is far more depressing 
to visit such places than it is to 
visit a morgue. You cannot go 
through such an experience with- 
out realizing the danger which 
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Details for wood casement windows 


doctors, nurses and_ attendants 
constantly face. 

For an inmate, especially a vio- 
lent patient, to escape, even to an- 
other room, is often extremely 
dangerous. These patients may be 


insane, but they are often tricky 


and cunning, so if you have to 
equip an insane asylum hospital, 
it is your duty to safeguard the 
doors with the very best lock pro- 
tection possible. 

Even the windows have to be 
locked. Fig. 12 shows a mortise 
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KEY TO CHART 


A Type—Best Lock Regardless of Price. 
B Type—Medium-Priced Lock for Medium-Priced 
C Type—Least Expensive Lock for Low-Priced Bic 


Barrows Lock | | Clinton 


Works Chantrell Hdwe. & Tool Co. Lock Co. 


705014.... 
-| 80501%.... 
[. Sere 


705014... 
8050 1 


— .| A1490 less aux. bolt x 2 Cyl.... 
994.........| A1490 less aux. bolt........... : 
1453 and 1653} A240—15 x 34 x A230—15 x 3': 


891... 
877... 
210. 


A699—2 Cyl. Rea 
A699—1 Cyl. only 
a 


‘ .| A300! 
1163.. a ee 
1172T ..-| 40110—3” 


A1490 ‘ 
A453 Spec. 
A1297 
A1297 


‘| A699—1 Cyl. only 
A453 3, . 


EDITOR'S NOTE: This suggestion chart is not to be confused with comparison charts prev 
This chart includes the ideas of individual manufacturers as to the proper locks to specif 
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| Clinton | Lockwood Hdwe. | 
Co. | Lock Co. P. & F. Corbin Mfg. Co. Norwalk Lock Co. | Penn Hardware Co. Reading Hardware Corp. 
| | | | 
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Fig. 9—Hospital 
Noiseless lock. 


sash lock for double-hung win- 
dows. It can be locked open as 
well as closed and is made with a 
spring bolt that is always locked. 

Inmates are always trying to es- 
cape or to commit suicide. They 
will fill the keyhole with bread or 
other food on occasion. It is one 
of the tragedies of our modern life 
that there are so many insane, and 
it is your obligation to safeguard 
the sane when equipping one of 
these buildings by seeing to it that 
all openings are properly and se- 
curely locked. 

Throughout this course I have 
at times taken the liberty of giving 
personal experiences and in clos- 
ing this chapter I am going to de- 
scribe an experience I once had 
in equipping a building to house 
insane patients. It was the out- 
standing experience of my many 
years of hardware service for 
quick delivery. 

At Woodville, Pa., just outside 
of Pittsburgh, is a large group of 
buildings used by the county. One 


Fig. 10—Hospital latch, knobs 
rigid, alwoys locked. 
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group houses the old folks who 
are sane. The other group houses 
the county insane. A new building 
had just been completed for the 
old folks and they were being 
moved into it. Their old quarters 
were being taken over to house 
some of the county insane. 

One Saturday morning I was 
called down there with a most 
urgent message to “make it snap- 
py-” When I arrived I found that 
someone had just discovered that 
the entire old building had been 
equipped with regular hardware. 
Every room lock gave an easy, 
quick outlet to any occupant 
in case of fire, which was the 
proper thing for an old folks’ 
home, but not for a home for the 
insane. All plans had been made 
to move the insane in on Monday 
morning and there was not enough 
hardware at the right time in the 
whole city of Pittsburgh to prop- 
erly equip this rather large build- 
ing. 

At 11 a. m., with a complete 
list of requirements at my hand, I 


Fig. 11—Asylum unit lock. 


called the Russell & Erwin Mfg. 
Co., whose line we carried, got 
Isaac Black, then sales manager, 
on the ’phone, described the situ- 
ation, told him I must have the 
goods in Pittsburgh on Monday 
morning, and asked him to send 








Fig. 12—Mortise ventilating 
sash lock. 


them in any finish and keep the 
cylinders alike. 

This was no small order. I have 
forgotten the exact number but 
there were dozens of flush bolts 
and a great many locks. Mind 
you, this was Saturday and nearly 
noon. Mr. Black kept the factory 
working, and late Saturday night 
the entire shipment left New Brit- 
ain, Conn., by express and was 
received in Pittsburgh Monday 
morning. I took it to Woodville. 
A large force of carpenters was 
waiting to apply the hardware and 
by Monday evening the inmates 
were in their quarters, properly 
locked in. 

In all my 30 years of hardware 
experience I have many times been 
greatly exercised by factory delays, 
but this was certainly one time in 
which a firm came through in a 
big way: 

In the next chapter we have 
quite a contrast. We go from hos- 
pitals to discuss church hardware. 
That’s something different again. 


Personal Appearance Counts 


LOUISIANA hardware store 

making a strong appeal for 
women’s patronage believes that 
an important factor in selling to 
women and inducing first custom- 
ers to return is the personal ap- 
pearance of the floor salesmen. 
In order to encourage salesmen to 
take more care in their personal 
appearance, the owner of the store 
erected a full-length mirror in the 
door of the closet where salesmen 


keep their hats and overcoats when 
working. 

A sign over the mirror asks 
salesmen to look at themselves 
each morning as they go on the 
floor for work and to answer them- 
selves honestly as to whether or 
not they feel that their personal 
appearance is at best. The mer- 
chant says the idea has materially 
improved the appearance of the 
entire force, including himself! 


61 





The store’s windows 

are thoroughly modern and 

each display is a suggestion to 

the passerby to stop, look and purchase 


a BY 


Here is where the Fruehauf Hardware Co. 
This room is situated in the basement 


Krueu AUF’S Builds Business 


N Lakewood, a suburb of 
| Cleveland, Ohio, is the Frue- 

hauf Hardware Co., 17702 
Detroit Ave., a store as modern in 
merchandising principles as it is 
in appearance. Carl E. Fruehauf, 
owner and active manager, con- 
ducts his establishment on the 
premise that business is a matter 
of continued friendships and noth- 
ing is so important as a hardware 
store that is a good-will-builder as 
well as a _ profit-maker. 

With this objective, Mr. Frue- 
hauf conducts a hardware store, in 
which every department has been 
planned for customer convenience. 
With its modern exterior featuring 
neatly arranged window displays 
and an interior that is as carefully 
kept, the Fruehauf Hardware Co. 
is a store which invites sales. 

Display windows are changed 
frequently to lure passersby with 
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their attractive settings of ap- 
pliances, paints, or seasonable 
merchandise. Each window is a 
suggestion to stop in and fill a 


household need. 


Easy Access 


On entering the store one finds a 
counter arrangement that provides 
easy access to all parts of the store. 
Passageways are free of merchan- 
dise enabling customers to move 
about freely, examining the well- 
displayed, bright merchandise. All 
items are openly displayed and 
are within reach of the customer. 

So free of partitions and other 
obstructions is this room, that the 
eye is given wide range and can 
take in the entire store at once, 
enabling the customer to find the 
department in which he is inter- 
ested without delay. 


At the rear is the paint depart- 
ment, one of the brightest spots in 
a store that in itself makes a prac- 
tice of cleanliness, orderliness and 
open attention-compelling displays. 
Hence, paint is probably the fast- 
est and most profitable department, 
averaging seven or eight turnovers 
a year. As modern and bright as 
paint itself, this department con- 
sists of a large wall case and sev- 
eral floor displays. No merchan- 
dise is hidden from view. Con- 
tainers of various finishes and for 
various purposes are neatly 
stacked on open shelves, inviting 
the customer to step up and see 
for himself. 

The center portion of this wall 
cabinet is a stage setting for color 
sample panels. These panels open 
bookwise, from the center out, and 
pivot easily at the touch and each 
panel shows various color com- 
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Wide aisles make it 

easy for customers to see 

the merchandise. Slanting table 
arrangement increases display space. 


ONS A ee : 

Sea if 
ware Co. holds the annual Sportsmen’s Day event. 
basement and even boasts a complete rifle range. 


by Building " RIENDSHIPS 


binations that may be used in 
decorating the home. Series of 
these panels are devoted to kitchen 
walls, bathroom walls, and chil- 
dren’s room combinations. The 
panels at the left show exterior 
finishes—sides and roofs, stucco 
and shingle. On either side of 
these panels are electrically lighted 
pictures in natural colors showing 
enticing views of home exteriors 
and rooms bright and colorful 
with new paint jobs. At either 
end of the case are open shelves 
where paint stock is kept. The 
entire set-up is one constructed en- 
tirely from plans drawn by Mr. 
Fruehauf. 

Handbills are used consistently 
in order to acquaint prospects and 
customers with the store’s paint 
values. In addition, good use is 
made of the promotional material 
furnished by the manufacturer. 
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The Fruehauf Hardware Co., C leveland, 
Ohio, puts a modern touch in all of 


its business dealings. 


Sportmen’s 


Day increases good will and profits 


Mr. Fruehauf finds that paint 
sales, because of the display value 
of this department, are often 
made of themselves. A customer 
will often browse about the store 
and stop to inspect the inviting 
color panels. These strategically 
placed examples of what paint will 
do to brighten and modernize the 
home, start a train of paint-buying 
thought, which results in a sizeable 
paint order. 

Since the most natural step from 
paint is to house-cleaning, Mr. 
Fruehauf wisely gives those items 


proximity to the paint department. 
On a paint display a customer can 
find an assortment of floor waxes, 
polishes, wall cleaners and all re- 
lated items. Larger stocks are in 
a wall case to the right of the paint 
department. At present an entire 
window is devoted to house-clean- 
ing since spring cleaning time will 
shortly be here. Thus he capitalizes 
on a double advantage—the psy- 
chological path from paint to 
house-cleaning and the seasonable- 
ness of both. 


The Fruehauf Hardware Co. has 
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maintained a large major ap- 
pliance department which has been 
a profitable unit over a period of 
years. This appliance section is 
a store in itself, having its own 
street entrance. Yet it is connected 
with the regular hardware depart- 
ments by a wide archway so that 
customers can pass from one room 
to the other. 

The appliance room itself is 
wide and bright and is not clut- 
tered with crowded floor displays. 
Each group—refrigerators, ranges, 
home laundry equipment and ra- 
dios—has its own grouped dis- 
play, showing two or three rep- 
resentative models in the line. 
Brightly painted walls are a fitting 
background for the gleaming ap- 
pliances and wide aisle space is 
provided so that prospects can 
freely inspect the various models. 

Mr. Fruehauf often uses the 
kitchen in his home, situated at the 
rear of his store, for demonstra- 
tion purposes, for there he has a 
modern all-electric kitchen. Al- 
though he does not sell these com- 
plete kitchens, he does sell all the 
major and small electrical ap- 
pliances which the modern kitchen 
contains. In this kitchen the pros- 
pect has an opportunity to see the 
refrigerator or range as it will ap- 
pear in the home. Here also, Mrs. 
Fruehauf can spur a sale by giving 
the prospect some pointers from 
the feminine point of view of the 
advantage of the appliance. 

Deferred payment plans are 
available to all customers, desir- 
ing to purchase a radio, range, re- 


frigerator, or other appliance. Of 
all appliance sales, about 20 per 
cent are cash transactions, the ma- 
jority preferring the deferred pay- 
ment plan. 

Two very effective ways of get- 
ting appliance prospects to visit 
the dipslays, are cooking schools 
and kitchen parties. The cooking 
schools are held with the coopera- 
tion of the Cleveland Electrical 
League which furnishes trained 
demonstrators and home econo- 
mists. Invitations for these cook- 
ing and demonstration sessions, 
are mailed to all possible prospects 
and these are followed up by tele- 
phone reminders. 


Kitchen Parties 


Kitchen parties are sponsored 
by the store also in cooperation 
with the League and are given in 
a new customer’s home. She is 
free to ask as many of her friends 
as she desires to witness the skill- 
ful demonstrations by girls fur- 
nished by the Electrical League. 

For outside selling, Mr. Frue- 
hauf employs a man who spends 
his entire time calling on ap- 
pliance prospects. His prospect 
list is a permanent one. No name 
is removed even after a sale is 
made for that customer at some 
future time may be a prospect for 
some replacement appliance. En- 
gagement and wedding announce- 
ments in local newspapers provide 
a valuable source for new pros- 
pects. 





Here’s another view showing the paint department at the rear and 


the major appliance department through the archway at the left. 








Appliance purchasers themselves 
usually lead to other prospects. 
When a sale is made and shortly 
after the customer has received the 
appliance, the outside salesman 
calls upon her, discusses the ap- 
pliance with her and secures the 
names of her friends who are 
likely prospects. 


Sportsmen’s Day 


Perhaps one of the strongest 
business builders for the line of 
guns, ammunition and sporting 
equipment sold by Mr. Fruehauf 
is his annual Sportsmen’s Day, the 
most recent one of which was held 
a few months ago. This year’s 
promotion, well advertised in 
newspapers and by letters to 
neighboring shooting enthusiasts, 
drew more than 250 eager hunts- 
men to the store. 

The scene for this gun show is 
laid in a most realistic setting in 
the store basement. Imagine a 
rustic rail fence surrounding a fav- 
orite shooting patch. Beyond this, 
to one side, is a corner of hunt- 
er’s shack, made of real log slats 
and furnished crudely and faith- 
fully with the rusty old cook stove, 
camp stools, smoky lanterns, and 
the familiar and much used iron 
cooking skillets hanging from pegs 
on the walls. What hunting mem- 
ories that arouses! Get a sports- 
man down there and likely as not, 
he will begin to check off in his 
mind the equipment he will need 
for his next shooting trip. 

To complete the picture the 
basement ceiling is hung with leafy 
branches recreating a woodland 
canopy. Beyond the cabin and in 
the rear are more log slats which 
frame the targets. Only the game 
is missing from this scene, but 
even that is probably sharply pic- 
tured in the sportsman’s imagina- 
tion. 

Topping it all, Mr. Fruehauf 
shows motion pictures which trans- 
port his hunter-guests out in the 
fields after game. A Peters-Rem- 
ington representative is on hand 
with a complete line of shooting 
equipment—usually 20 different 
models—to demonstrate the guns 
and trick shooting exhibitions are 
held to illustrate their advantages. 
He makes no special effort to sell 
(Continued on page 72) 
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yo MENS HOBBIES 


“All work and no play makes Jack a dull boy” 









































ne J. J. McEvoy, J. C. Rogerson Co., Inc., Hud- 
son, N. Y., hardware dealers, enjoys wood 
carving in his leisure moments. Seven years 
ag ago he made his first one after seeing some 
oi ag . * photos of wood carvings in a newspaper. His 





in 
to first model was of an old time water cart, 
seen just in front of the bow of the ship. The 
ms cart and many of his earlier carvings were 
s- made with an ordinary jack-knife and, 
although he now uses wood-carving tools to 
‘ some extent, he depends upon the knife for 
1s delicate work. The wheels on all of his 
in wheeled models can be moved and all mod- 
a els are made to scale. Mr. McEvoy is par- 
ticularly proud of his model on Hendrik Hud- 
” son’s “Half Moon,” all parts of which he made 
_ himself.- The miniature spinning wheel shown 
it- by the bow of the boat has a wheel which 
can be revolved by removing the treadle. The 
ts coach, shown at the left of the illustration, has 
h- doors that swing on miniature hinges and the 
e, body is suspended between the wheels on 
id leather strapping as was the custom in the 
days when such coaches were used. Mr. 
mn McEvoy's collection includes several western 


rg ; plains scenes, all hand-colored and _thor- 
oughly realistic in appearance. He has made 





n- a a number of individual figures such as Cana- 
s- dian “Mountie,” a Gloucester fisherman and 
it, a Dutch girl and has successfully carved real 
is expressions on the faces of these figures. He 
d is now engaged in carving a relief figure for 
, the church of which he is a member. 
1e 
fy 
d Jacob Simon, vice-president, B. Simon Hardware Co., 
Oakland, Cal., is an ardent fisherman if ever there 
in was one. Mrs. Simon, his daughter and three sons are 
-h also disciples of Izaak Walton. Pictured left to right 
- are Jerry Laycock, western representative for the 
Shakespeare Co., Kalamazoo, Mich., fishing tackle 

ut manufacturers; Gene Copp, boat captain (who chape- 
C- roned a party of 14 fishermen for a good day of fishing 
x : under the leadership of Mr. Simon), and Mr. Simon 

2 himself. Last summer Mr. Simon and his two older sons 

i trekked across Oregon and Washington to British 
if x Columbia to enjoy a vacation pulling in some of the 
“ 3 “big fellows.” Mr. Simon is active in five local sports- 

d men's clubs and fishes at least once a week the year 
le & ‘round. 
.. ; 
d 
Ig 
at 
1S 
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HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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National Hardware Week 


Hardware Age, in its February 9th issue, devoted several 
editorial pages to the presentation of National Hardware 
Week promotional material prepared for hardware dealers 


by numerous manufacturers and wholesalers. 


Here again 


we present additional promotions offered by other promi- 
nent firms who are cooperating in this national move- 
ment to “make consumers more hardware store conscious.” 


ORE manufacturers and 
more wholesalers are sig- 
nifying their intention to 


participate in National Hardware 
Week, May 6 to 13, 1939, which 
looms as a worthy industry-wide 
project. This will be its second 
anniversary and its sponsor, the 
National Retail Hardware Asso- 
ciation, has planned it to win a 
wider support and acceptance 
among the hardware trade. 

All hardware dealers are in- 
vited to avail themselves of the 
opportunity of participating in 
this national hardware promotion, 
whether or not they are affiliated 
with the state associations making 
up the National organization. All 
may obtain a National Hardware 
Week display kit of 212 pieces for 
the nominal sum of $2.75. This 
includes window streamers, price 
cards, price tickets, double pen- 
nants for interior display, etc. 
Auto banners and bumper strips 
are also available at cost price. 

These kits may be obtained 
from any of the state association 
secretaries (see list on page 68, 
HarpwakeE AcE, Feb. 9, 1939) or 
from wholesalers who, in turn, 
will obtain their shipments from 
the secretaries. To avoid con- 
fusion, a dealer should order only 
through one source. 

The association is making no 
specific merchandising suggestions 
and is placing less emphasis on 
strictly price goods or “loss lead- 
ers.” Whether these specials will 
be offered at all will depend en- 
tirely upon the individual manu- 
facturers and wholesalers. How- 
ever, the association urges that 
there be a definite uniformity of 
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display treatment and style and 
that the official color scheme of 
red and blue on white be used, 
as well as that individual display 
ideas supplement it. 

National Hardware Week will 
only make the consumer more 
hardware store conscious in di- 
rect proportion to the effort the 
dealers make in carrying out the 
program devised for them. Ag- 
gressive participation in the Week 
on the part of dealers can im- 
press the consumer with the va- 
riety and utility of merchandise 


that is sold in hardware stores. 

In addition to telling the story 
of the National Retail Hardware 
Association’s plan for National 
Hardware Week, HARDWARE AGE, 
as another part of its cooperation 
in this activity, has requested 
from manufacturers and whole- 
salers some word of their plans. 
All those who responded up to the 
time of publication of our Feb- 
ruary 9 issue were presented 
there. Those who have since writ- 
ten us of their participation we 
briefly present here. 


Here’s What Some of the Manufacturers Are 
Doing on National Hardware Week! 


The Galena Oil Corp., Cincin- 
nati, Ohio, will offer through its 
wholesale hardware distributors, 
beginning April 1, envelopes con- 
taining airship-type yellow bal- 
loons. On these will be printed in 
red a reproduction of the National 
Hardware Week pennant and also 
a reproduction of the Super 
Galena five-quart can. The bal- 
loons can be distributed to chil- 
dren visiting the store. In addi- 
tion, the outside of the envelope- 
package will contain a sketch and 
description of how these balloons 
may be used in a very simple 
window display, involving the in- 
flated balloons and Galena five- 
gallon, two-gallon, five-quart and 
one-quart cans. 

Plymouth Cordage Co., Plym- 
outh, Mass., as a National Hard- 
ware Week sales booster and mas- 
cot for its Plymouth line, offers 
the Junior Lasso Rope. It is made 


of high-grade manila fiber and 
laid extra hard to give it the 
necessary firmness. A real cow- 


The Junior Lasso Rope, Plymouth 
Cordage Co.’s offering for the 
National Hardware Week period. 
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boy noose is tied in one end of 
each rope. It is in every way a 
junior version of the regular 
Plymouth lariats. Packaged in a 
gayly-colored orange and blue dis- 
play carton with a large, round 
Cellophane window, it is priced 
to sell at retail for $1.00. 

The Stanley Works, New Brit- 
ain, Conn., is providing an assort- 
ment of eight fast-selling screen 
hardware items consisting of six 
screen door guards, 12 screen 


door braces (1739K), one-quarter 
gross screen door catches, one- 
quarter gross screen door braces 
(Sc29J), three dozen screen door 
pulls, one-quarter gross screen 
door spring hinges (158J), three 
pair screen door spring hinges 
(154J), and one-quarter gross 
screen hangers. Retail value of 
the assortment is $29.35. With 
the assortment, the company packs 
a colorful display card, 914 by 
241% in., printed in three colors 


k | —May 6th to 13th, 1939 


and showing eight Stanley screen 
hardware specials. A page de- 
scribing the items and showing 
the display card will be sent on 
request by the manufacturer. 
The Carborundum Co., Niag- 
ara Falls, N. Y., in a special issue 
of its house organ, “At the Sign 
of the Indian Head,” is making 
announcement of several attrac- 
tive display assortments and lit- 
erature which dealers can use to 
tie in effectively with National 


There are 212 pieces in the 1939 display kit for National Hardware Week prepared by the Na- 
tional Retail Hardware Association and available to all interested hardware dealers, whether 
members of the association or not, as National Hardware Week for 1939 is an industry-wide 
project to help improve and increase retail hardware store sales. At the nominal cost price 
of $2.75, this display kit may be obtained through your wholesaler or through the nearest 
affiliated retail hardware association secretary (see list of secretaries Feb. 9th issue). The 
display kit includes: 50 price tickets, 314 by 234 in., the same design as No. 1 and No. 2; 100 
price cards, 51%4 by 7 in. as shown in No. 2; eight display cards like No. 2; two window streamers, 
12 by 50 in., like No. 4; two left hand and two right hand pennants like No. 5 and No. 6; 40 
double pennants, 13% by 25 in., like No. 7, and eight interior banners, 19 by 263% in., like No. 3. 
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The Stanley Tool Works offerings. Top—assortment of Defiance 
tools; left—one of the aprons which accompanies the tools, and 


right—the firm’s display of eight screen hardware 


items. 


The first two were described in Hardware Age,. Feb. 9, 1939. 


Hardware Week. This special 
issue will go to some 35,000 deal- 
ers and will present: booklet for 
the home craftsman, special at 
five cents each; display cards for 
the Carborundum brand pocket 
hone, Carborundum No. 109 com- 
bination grit sharpening stone, 
Aloxite metal finishing cloth, 
Aloxite grinding wheels, and Car- 
borundum brand knife sharpener; 
display assortments of Carborun- 
dum and Aloxite brand scythe 
stones, Carborundum sharpening 
stones. These special selections 
have been designed to appeal to 
mechanics, homeworkship enthu- 
siasts, farmers, shop men and 
home owners. 
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Fayette R. Plumb, Inc., Phila- 
delphia, has created a new tool 
display unit. Space is provided 
to show three tools on the top of 
the box—genuine Plumb nail ham- 
mer to sell for $1.25; official 
scout axe, with sheath, $1.70, and 
Plumb-made nail hammer for 69 
cents. Prices are slightly higher 
west of Denver. The unit, packed 
complete, includes two Plumb 
hammers, one Scout axe, and 
three Servall hammers. 

The standard Plumb display 
box has a display flap, printed in 
red and blue, official Week colors. 
Advertising for this unit is timed 
to appear with the opening of the 
Week, May 6. The Saturday Eve- 





ning Post will carry a color ad- 
vertisement, telling the consumer 
to go to his local hardware mer- 
chant to get real values and ser- 
vice . . . that he can depend on 
the hardware dealer to select the 
right tool for the job. 

Estwing Mfg. Co., Rockford, 
Ill., is showing its “unbreakable” 
one-piece steel and leather han- 
dled hammers and hatchets on a 
brightly colored display which 
will be mailed free to dealers for 
use during Hardware Week. A 
listing of wholesalers who can 
serve the dealers quickest and 
most economically with these tools 
from their stock will be furnished 
both through the mail and in the 
company’s advertising. 

Behr-Manning Corp., Troy, N. 
Y., in addition to gearing its 
branches and sales representatives 
to cooperate with dealers, is of- 
fering a very attractive scythe 
stone display with an assortment 
of the best-selling scythe stones. 
The company expresses itself on 
National Hardware Week as fol- 
lows: 

“Perhaps it is needless to say 
that the idea behind National 
Hardware Week has a very 
strong appeal. The average 
hardware merchant has been 
hiding his light under a bushel 
far too long. There are, of 
course, vivid exceptions, but as 
a rule the every-day hardware 

(Continued on page 142) 





Fayette R. Plumb, Inc., created 
this new tool display unit of 
hammers and a Scout axe. 
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Now’s the Time to Display 
Out-of-Door Merchandise! 


ale” Hardware Age Original 
re Window Display Ideas 
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een You'll find equipment for all springtime sports from baseball to fishing before 
shel you in this symmetrical suggested window display. There’s not very much in the 


f way of fixtures in this window. The background does the trick and the tennis net 
o adds atmosphere. Green’s the spring color so use it for fixtures and background. 
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Here is another symmetrical display that suggests wheel goods to the youngsters 
ted and their parents. The important point in this display is not to over-crowd the 
of window but to be sure that every item stands out where it may be seen. Why not 
.. use yellow background and fixtures with the slogan on a board of darker color? 
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Refrigerators in mass 
display between the 
two doors attract all 
who visit the store. 


The O’Dea Hardware & Paint 
Co., Des Moines, Iowa, does a 
first class business in the 
field of major appliances. 


One reason for it ts that... 


he Mile oe a, 


meteie | 


‘it t PT 


pat ys 
AB Boy” 


An impressive line up of radio sets and tubes. A record playing 
attachment is always hooked up for demonstration and aids sales. 


ECAUSE major appliances 
B and radio sets bring big 

volume sales, the O’Dea 
Hardware & Paint Co., Des 
Moines, Iowa, keeps those lines up 
in the front of the store. At Christ- 
mas time toys also share this spot- 
light. Newspaper advertising, di- 
rect mail material and the constant 
use of window displays keep the 
firm’s appliance department con- 
stantly in the minds of customers 
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and prospects. Located between 
the two entrances to the store the 
appliance and radio sections are 
right where everyone entering the 
store immediately sees a varied 
display of these lines. The com- 
pany’s wide line of general hard- 
ware, housewares, paints, etc., is 
within plain view of the appliance 
section and is not neglected. By 
having well rounded stocks in all 
departments, the firm loses no 































opportunity to create traffic and 
build sales volume throughout the 
entire store. 

What particular part of the 
store’s advertising has most helped 
sell appliances and radios is a 
difficult matter to determine, ac- 
cording to Paul Hayes, manager 
of the department. “The main 
thing,” he says, “is to keep ham- 
mering on these lines. Then when 
people visit the store to buy other 
items they remember that the store 
handles appliances. By handling 
transactions, on the major items, 
in a way that pleases customers 
you build good will which con- 
tinues to attract people to the 
store when they want other ap- 
pliances or smaller units of sale. 
All women ask about economy of 
operation—when looking at ap- 
pliances—but convenience is the 
feature that interests most of them 
in the purchase of a refrigerator. 
Every woman buying appliances is 
interested in knowing whether or 
not they will reduce her work. 
Those in the market for electric 
refrigerators must be convinced 
that that type is cheaper than the 
use of ice refrigerators. When you 
get a woman interested in a re- 
frigerator you have to make her 
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Major appliances are often featured in the center window, 
effective use being made of manufacturers’ display units. 


the | Big [tems UP FRONT 


The firm also emphasizes the fact 
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want to buy—for she wants you 
to actually sell her on the idea. 
You have to put forth a major 
appeal that will make that re- 
frigerator look bigger than the 
dollars it will cost.” 

The O’Dea store keeps at least 
eight different models of refriger- 
ators on hand at a time, but it is 
the 5% and 61% cubic foot stand- 
ard models priced from $159 to 
$189 that are the best sellers. 
There is always at least one re- 
frigerator connected and running 
to permit showing prospects freez- 
ing qualities and other operating 
features. Adjoining the running 
refrigerator is a model of the same 
type, which, while not in opera- 
tion, is an important part of the 
store’s demonstration. The similar 
unit is stocked with a varied line 
of artificial foods to show the cus- 
tomer just how large a stock of 
food may be stored in the re- 
frigerator. Repairs on refrigera- 
tors are handled through the dis- 
tributor. 

Quality is featured in the sale 
of radios as it is in the case of the 
merchandising of major appli- 
ances. Sales talks feature the 
quality of the entire line rather 
than the features of any particular 
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that it handles major appliances 


by means of newspaper advertising, 


direct mail and constant window 


displays. Numerous models carried 


to attract all types of purses. 


model. Says Mr. Hayes, “We talk 
quality and tell people that a dol- 
lar won’t buy a dollar and a quar- 
ter’s worth of merchandise. We 
feature the size and reputation of 
the manufacturers of the three 
lines offered. Radio sets, except 
automobile models, are installed 
and serviced because these ser- 
vices are a part of the succeasful 
selling of these lines.” The three 
lines of radio sets provide a price 
range in mantel, or table, models 
from $9.95 to $59.95, with con- 
soles offered from $49.00 to 
$169.00. Many of the instruments 
are connected for demonstration, 
the exceptions being where the 
same chassis is used in more than 





one style cabinet. Radio sets are 
ready for demonstration because 
Mr. Hayes says: “There is nothing 
which kills the effect of a demon- 
stration so much as connecting 
and disconnecting a number of 
sets in the presence of a prospect.” 
Although many radios are now 
sold for replacement purposes, 
many people who have obtained 
satisfactory sets from the store re- 
turn to buy other units for sum- 
mer homes, for use in a young: 
ster’s rooms or for their own bed- 
rooms. 

There is always at least one 
automobile radio hooked up on a 
manufacturers’ demonstration unit 
within reach of men passing down 
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the aisle at the side of the depart- 
ment. The sight of the knob pro- 
vides a temptation to turn it in 
order to see how the set operates. 
Once a man has tuned in an auto 
radio set he has a great desire to 
have such a set in his own car. 
Except for auto radios, all installa- 
tions and repair work is done by 
the store’s own man, charges on 
auto installations being based on 


arrangements made between the 


customer and an outside installa- 
tion man to whom such work is 
referred. On the higher-priced 
console and table models the sale 
price includes installation of set 
and aerial, the cost of such instal- 
lation being extra on smaller- 
priced units. 


Although every effort is made to 
sell washing machines without 
home demonstrations, they are 
made where absolutely necessary 
in order to clinch a sale. In the 
warmer months the firm frequent- 
ly has a washer in operation in 
the store with several colored 
towels in the machine to effec- 
tively show its action. Service on 
washing machines is handled by 
the store’s own repair man. 


Deferred Credit 


When a customer’s credit rat- 
ing is “O. K.,” appliance sales are 
made on deferred credit plans, 
through the services of a local 


bank. In all instances title to the 
merchandise is retained by the 
store until payment has been com- 
pleted. While the general policy is 
to limit contracts to 12 months, 18 
months credit is allowed where a 
customer has purchased higher 
units of sale or in instances where 
the customer is buying several 
appliances, several radios or both 
major appliances and radio sets. 

Newspaper advertising is used 
from time to time and manufac- 
turers’ envelope stuffers are con- 
stantly used. Circulars on wash- 
ing machines, radios, refrigerators 
and other major units are fre- 
quently sent to the store’s entire 
mailing list and with monthly 
statements. These stuffers are also 
included with outgoing packages. 





Fruehauf’s Builds Business 
by Building Friendships 


at the show but will close a sale if 
the customer is desirous of buying. 

Usually several guns and numer- 
ous rounds of ammunition are 
sold. But this is not Mr. Frue- 
hauf’s primary purpose in holding 
his Sportsmen’s Day. Shooting is 
Mr. Fruehauf’s hobby and this is 
another manifestation of the de- 
light he takes in hunting. His in- 
terest is not in how many gun and 
ammunition sales he can make 
during the show but in how many 
good friends, hunters or otherwise. 
he can make for his store. 


Cost About $50 


This business builder, Mr. Frue- 
hauf estimates, cost him slightly 
more than $50 to construct. Part 
of the display had been used in 
his windows. He obtained the log 
slats from a country sawmill. The 
other materials and equipment he 
gathered from one place or an- 
other at a minimum of expense. 
A reinforced boiler plate is used 
for the target backstop. The labor 
of constructing this unusual range 
was all his own. He also received 
the help of local sportsmen who 
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are as interested in the rifle range 
as he is. 


Two Methods Used 


Two methods are used to an- 
nounce Sportsmen’s Day. A list 
of the most likely prospects— 
hunting enthusiasts only—is drawn 
from the hunting and fishing li- 
cense records kept at the store. 
These names are given to the 
Peters company which in turn 
mails announcements a week pre- 
vious to the day selected for the 
event. This gives the sportsmen 
time to plan on attending the show 
and also eliminates the possibility 
of their forgetting the date or con- 
fusing it with something else. 
About three days before the show, 
newspaper advertisements are used 
as a follow-up. 

A Saturday evening was the day 
chosen this year. The show was 
held during store hours and this 
occasioned some difficulty as Mr. 
Fruehauf had to divide his time 
between the selling floor and the 
rifle range. Next year ke plans 
to hold his show after closing 
hours. He also plans three show- 


ings, which will eliminate too great 
a throng at one time and will also 
serve to keep the stream of people 
moving. 

Aside from this annual promo 
tion, the basement rifle range is 
available to marksmen one night 
a week. All shooters are welcome, 
although Mr. Fruehauf discourages 
the formation of shooting clubs. 
This would tend to have the same 
group returning each week when 
what he desires to effect is a stream 
of new people. 


Free Target — 


Free targets are distributed at 
these weekly rifle practice nights. 
They bear the store’s name in large 
type at the top and also announce 
that the store is headquarters for 
guns, ammunition, and sporting 
equipment. At the bottom space 
is provided for recording the score, 
the date it was made and names 
of the witnesses. Naturally a good 
score card will be retained by the 
marksman and it serves as a con- 
stant advertisement for the store 
as a friendly place in which to 
shop. 
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Meet 


the Winner / 


The second installment of this 


series tells how a winner got 


that way. And, incidentally, all 


the names used are fictitious 


By A JOBBER’S SALESMAN 


FEW years ago I took over 
A a new territory, new only 

to me since my house had 
an established business in most of 
the towns concerned. My prede- 
cessor had taken on another job 
and I went out “blind,” or, in 
other words, mede the first con- 
tacts without anyone to introduce 
me to the trade. It was in the 
spring, business was picking up 
and no one could be spared from 
our office force to take me around 
on my first trip. The territory 
had been idle three weeks and my 
manager was anxious to get a 
man out at once. 

Our credit manager spent sev- 
eral hours with me in going over 
the list and from his descriptions 
and the office records, I gained 
some idea of the men who com- 
prised my new trade. As we went 
down the list, we came to the name 
of the Dickson Hardware Co. 
Our credit manager paused here 
and said: “Here’s Dickson out at 
Glover. He has a fine store, buys 
in good quantities and is first class 
pay, but is sort of touchy and a 
little hard to handle.” He then 
proceeded to tell me all he knew 
about this man and stated that 
Dickson was a little tough on 
salesmen. However, additional 
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business would be more than wel- 
come. And so on down the line. 
From these thumbnail sketches of 
my future customers I was given 
some mighty useful information. 
Looking backward after several 
years, I am impressed with how 
well our credit manager knew 
these men, at least half of whom 
he had never met personally. Yet 
his insight into their character 
and ability was almost 100 per 
cent. 

It was just 10 days later | en- 
tered the Dickson Hardware Co. 
and introduced myself to Mr. 
Dickson. In spite of a chilly re- 
ception and several derogatory re- 
marks concerning salesmen, I in- 
stinctively liked Dickson. Here 
was the man “a little hard to han- 
dle” and I must say that it took 
a long time to get some of his 
business. And in that time I cer- 
tainly never attempted to “handle 
him.” I accepted his remarks and 
replied in as much spirit. I left 
minus any business after a short 
conversation. 

Since that first call I have 
learned a great many things about 
Mr. Dickson. But let’s forget the 
man and talk about his store. | 
think that first impressions with 
anyone are lasting. A man or wo- 
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man going into any store regard- 
less of the line of business gets 
either a good or a bad impression 
as a result of its appearance. That 
appearance is almost always de- 
termined by the person or persons 
who head the business. A_ suc- 
cessful business usually looks suc- 
cessful. 


A Clean Store 


Dickson’s windows were  spar- 
kling clean and attractively 
trimmed with seasonable merchan- 
dise. I even had to stop and look 
at them. Entering the store my 
first impression was one of clean- 
liness, then arrangement. On top 
of these two important things it 
contained one of the best bal- 
anced stocks I have ever seen. The 
merchandise was laid out attrac- 
tively and above all—priced. Our 
credit manager hit the nail on the 
head——‘‘a fine store.” It was more 
than that. It was a_ successful 
store and the atmosphere had that 
very definable air. People would 
like to trade there, and what’s 
more, they did. Of course, Dick- 
son was “good pay.” He had 
what it takes, and I might add 
that he still has it. A lot of you 
will say Dickson should be a suc- 
cess with a set-up like this. Lis- 
ten, Mister, Dickson came up the 
hard way. He worked with his 
hands at plumbing, heating, repair 
work of all kinds, and on limited 
capital. Then he got this store. | 
wish I could have seen it then. 
I can picture its growth. 

So much for Dickson’s store. 
Here’s Edward Dickson. He is 
about 55 years of age, of medium 
build, very well read and highly 
informed on current events. He 
presents a pleasing personality to 
his trade, but the poor salesman 
isn’t always so well received. I 
know of several salesmen who call 
him a “crab,” but this is just a 
shell. If I never got a dime’s 
worth of his business, I would 
still say that he is a most likeable 
man. In fact, I enjoy every call 
| make, regardless of the business 
I get. As a business man, he is 
all business. He is an excellent 
buyer, and I have never known 
him to try and chisel on price. If 
you have what he wants and the 
price satisfies him, he buys, and 
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buys intelligently. It’s a revela- 
tion to watch him sell anything. 
a knife, an electric razor, refrig- 
erator or gas range. And while 
we are mentioning refrigerators 
and gas ranges, let me say that 
Dickson has sold over 30 refrig- 
erators and even more than this 
number of gas and bottled gas 
ranges. This nice business in a 
town of only 1200. Competition? 
Sure, the very toughest—a utility 
company. Does he make a profit? 
Oh, boy!—I’ll say he makes a 
profit. His motto is “no profit- 
no sale.” How does he do it? 
Frankly, I don’t know. Yes, per- 
haps I do. I have watched and 
listened many times. To begin 
with he seems to know every cus- 
tomer he has. Above all, he knows 
what he is selling and can and 
does talk intelligently about the 
particular article. Then he has 
sold himself first. To most of us, 
this is half the battle. At any 
rate he seems to get the job done. 
A successful man seems to have 
good help. Dickson employs 
three people, two men who do 
plumbing, heating, delivering and 
outside work and a girl bookkeep- 
er. This girl waits on trade and 
is a marvel in keeping the stock 
clean and well arranged. These 
people are pleasant, interested in 
the business and are well paid. 


Outside Interests 


Dickson is a busy man and it 
takes hard work to succeed, yet he 
finds time to take a very active 
interest in all worth while civic 
affairs. He was instrumental in 
getting a municipal electric plant 
in Glover. In fact, Dickson was 
the leader of the movement and 
don’t think that wasn’t a job. To- 
day Glover has a fine plant with a 
low rate and efficient service 
thanks to an organizer and a 
worker like Dickson. This town of 
Glover is neither better nor worse 
than a great many others scattered 
over that section. It is just an 
average small town of 1200. To 
me it always seems to be more 
aggressive and friendly. To illus- 
trate: I sometimes have occasion 
to buy a draft at the local bank 
for some cash collection made 
along the line. The second time 


I bought a draft, the banker did 





not ask the name of my company, 
he remembered. This was a small 
thing, not important perhaps, yet 
it reflects my reaction to a good 
share of the business men along 
the street. And when I think of 
something like this | think of 
Dickson. 


On an Even Keel 


As a class, the retail hardware 
men are a temperamental outfit. 
In the hardware business, a man 
can have a whale of a business 
for a week or 10 days and then 
go into a slump. During the 
times of good business, everything 
is rosy. Sales seem to come easy 
and the world is a swell place, 
our man is right on top. Next 
Monday morning the truck breaks 
down and there is a $40 repair 
bill. The telephone rings and Mrs. 
Jones is having trouble with her 
washing machine. And so it starts. 
Every thing is bad news and our 
temperamental man sits down to 
do a little brooding about his 
hard luck. Sure it is hard luck, 
but a little hard work right now 
would chase the blues away. Dick- 
son runs on an even keel, never 
up, never down. Ask him about 
business and he will tell you of 
several worth while sales and go 
on to say that he is a little ahead 
this month over last year. When 
business lets up, he goes to call 
on new business. 

Every hardware retailer can’t be 
like Dickson. If every individual 
would sit down and analyze his 
business, check up, take a good 
mental inventory a lot of good 
ideas will come out. This beats 
cussing out the chains for stealing 
the hardware business. It’s better 
than watching the competitors’ 
front door. A little hard work 
will bring the business. It all sums 
up that Dickson is a success be- 
cause he watched the corners, and 
worked at his own business. His 
customers are for him. They know 
he keeps honest merchandise, and 
is honest in selling. He rarely 
tells a customer “I’m out of that 
item, it will be in next week.” | 
am for him along with his cus- 
tomers and wish I had more of 
his business. After all, every one 
likes to trade with a winner. 
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Can the Wholesale Trade 


Give Indiotdual Retailers 





SETH MARSHALL 


O hardware wholesaler can 

help any dealer meet com- 

petition and stay in, busi- 
ness who will not help himself. 

He cannot help any dealer who 
will not, first of all, do the things 
that he only can do to get cus- 
tomers into his store and give 
them the kind of service they re- 
quire after they get there. 

He cannot help any dealer who, 
desiring help in performing such 
parts of his functions that require 
outside assistance, is not willing to 
cooperate with his selected whole- 
saler. 

Before going further | would 
like to briefly outline what our real 
problem is, as I see it, so that if 
possible our minds will be in ac- 
cord. 

First, I want to say that the 
hardware line is a great line. Of 
all merchandise lines, it is the only 
one that covers every range of 
human endeavor. Man could not 
exist in this world without the es- 
sentials in our line. We have the 


*An address delivered at the conven- 
tion of the Minnesota Retail Hardware 
Association, St. Paul, Minn., Feb. 21, 
1939. 
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Greater Assistance? 


By SetH MarsHaLi* 
President, 
Marshall-W ells Co.., 
Duluth, Minn. 


materials to satisfy that unlimited 
demand of human desires 
those things that give pleasure, 
comfort, convenience; that save 
time; that save labor. 

The hardware business as a 
whole should be a better business 
in the future than it has been in 
the past, and in my opinion there 
is just as great opportunity for 
independent’ merchants in the 
hardware business to be successful 
as there ever has been. The greater 
the opportunity in this free coun- 
try, the more competition. 

Our big bugaboo in times past 
has been mail order business. It 
is still here, and will continue to 
be here. This competition is no 
different than it has been during 
the past 20 or 30 years. 

The chain stores have made 
great inroads on our business, but 
they have not eliminated any es- 
sential wholesale or retail fune- 
tion. They all have retail sales- 
men, retail stores, pool warehouses 
and contact men. They have tried 
all the shortcuts there are, and 
these are the essentials they must 


use. 

No big organization, such as a 
chain, could put a hired manager 
in any community and expect to 
get business in competition with a 
man who owned his own_ busi- 


ness, paid local taxes, and was 
actually a part of that community. 
unless it offered advantages that 
he did not. 

The one big advantage the 
chains have over any independent 
merchant is their knowledge of 
consumer demands —- as to mer 
chandise, as to price range. as to 
service. They recognize that if 
they cannot do a better job of 
serving the consumer they cannot 
stand up against the independent 
competitor. 

The sugcessful chain knows 
what the consumer wants better 
than the hardware man_ does. 
Hardware men worry about buy- 
ing right . . . chains worry about 
price range. Hardware men favor 
lines they know and like . . . chains 
favor merchandise the consumers 
demand. 

You men are boss of your own 
business. You run it to suit your- 
selves . . . chains run their stores 
to suit their customers, giving 
them the kind of service they will 
pay for. 

Hardware dealers’ labor and 
selling costs are high because they 
do not have the proper facilities 
for advertising; and man-power 
selling without advertising 1s 
costly. 

One-third of the chains’ sales 


























































costs is advertising, yet their total 
sales cost, including labor and ad- 
vertising, will average 10 to 20 
per cent less than average retail 
selling costs. 

Your retail sales force is usu- 
ally paid on a straight weekly on 
monthly basis, and, except in a 
few instances, no record is kept 
of individual sales performance 
nor is there extra remuneration to 
reward retail salesmen for extra 
efforts. Chains pay their sales 
force a basic draw, check them 
for results, and give them extra 
compensation for good perform- 
ance. 

Do you know how much hard- 
ware business there is in your nat- 
ural trade territory? Do you 
know the volume in the various 
major lines that is consumed per 
family? The chains do. 

They have something to shoot 
at. They estimate the per capita 
consumption, line by line, county 
by county. When their volume is 
low on some of these lines they 
make a special study and find out 
the reason why. 

You can do the same thing if 
you want to. The same figures 
that are available to Sears and 
Ward are available to you. They 
get most of them from the Depart- 
ment of Commerce. 

Do you know why consumers in 
your town and your territory buy 
so little from you, and why some 
do not come into your store at all? 
Do you ever call on these people 
and find out why? 


Lost Customers 


Do you realize that on the aver- 
age, retail merchants lose 25 per 
cent of their customers each year? 
That you have to get 25 per cent 
new customers in your store each 
year just to keep even? And that 
if you want to gain, you must aim 
for at least 30 per cent new cus- 
tomers each year? 

Do you ever shop competitive 
chain stores, as well as others? 

Do you ever check how many 
people are in those stores—what 
lines they are interested in—how 
their merchandise is priced—what 
their service is? Do you know the 
local chain store manager? Do 
you realize he is just as much in- 
terested in getting a proper gross 
margin as you are, and except for 
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his leader items, will work with 
you? 

The easiest problem you have 
is price buying. The hot specials 
that cause you most of your trou- 
ble are probably not more than 
10 per cent of your volume. Any 
good wholesaler can afford to give 
you special prices to meet this 
situation, if you will give him the 
necessary cooperation. But if you 
want this help, you must give as 
well as take. 


Too Little Effort 


Actually, the main problems in 
the hardware business today arise 
from the fact that the hardware 
business has been too good and 
too prosperous. Too many mer- 
chants in the past have made too 
much money with too little effort. 

Too many hardware men have 
been too much interested in them- 
selves, and in many cases seem- 
ingly have been too much inter- 
ested in pleasing the men who call 
and sell them. They haven’t had 
enough interest in the men who 
actually pay their bills . . . the 
hardware consumer. 

Twenty-five or thirty years ago 
vou fellows started losing the 
builders’ hardware and paint busi- 
ness to the lumber yards. You 
have lost the clock and watch busi- 
ness and gift goods to drug stores 
and notion stores. Thirty years 
ago I used to sell hardware deal- 
ers personally six dozen — 12 
dozen watches at a time, and 150 
to 200 clocks on one order. 

In many towns the sporting 
goods and fishing tackle business 
is in the hands of cigar stores and 
beer parlors. Many retail hard- 
ware dealers had a good saddlery 
business. Have you replaced this 
business with tires, batteries, oil, 
grease and other auto accessories? 

Electrification came. Today, 
electric shops sell more appliances 
than hardware dealers— yet all 
this merchandise replaces home 
furnishings that you used to sell. 
Yes—I know most of the answers. 
You don’t have to tell me. 

You lost the builders’ hardware 
to the lumber yards because you 
were so prosperous that you didn’t 
want to fuss with builders’ hard- 
ware. You didn’t want to study 
blueprints. You didn’t want to 


make estimates . . . and someone 
else did. 

Why are clocks, watches and 
gift goods in drug stores? Be- 
cause they are open nights? Or 
isn’t it really because these drug 
stores effectively use mass dis- 
plays? 

Is the reason that sporting goods 
and fishing tackle are in cigar 
stores and beer parlors because 
they are open nights, and perhaps 
Sundays also? Or isn’t it a fact 
that the man in the cigar store or 
the pool hall is really a leading 
authority on fishing and hunting 
equipment? 

Why didn’t you fellows replace 
your saddlery department with the 
tire, battery and accessory line? 
You must know it is probably 10 
times as large as the saddlery vol- 
ume ever was. You certainly knew 
your customers were interested 
in it. 

But the fact is, it was a hard line 
to get into. You didn’t know any- 


thing about it yourself. Your 
clerks didn’t know anything about 
it . . . and your business was so 


good you didn’t have to get into it. 
Someone else has that business 
now. 

Are the electric shops selling 
appliances because they are will- 
ing to give excessive service? Be- 
cause it requires very special 
knowledge? Or again, is it be- 
cause you were afraid of the mer- 
chandise and the service that went 
with it? When you were having a 
little trouble you wouldn’t take 
the pains to learn how to overcome 
it, either yourself, or to bring into 
your store a clerk who could take 
care of these lines as well and do 
just as good work as some other 
clerk in your employ on regular 
lines of merchandise. 


Lack of Interest 


Honestly, men, a lot of business 
has gone out of the hardware store 
in the lines I have just mentioned. 
Is it gone because some hardware 
wholesaler didn’t help you keep 
it in your store? Of course not! 
It went because you yourself were 
not interested enough to keep the 
business. 

Now, I want to frankly say also 
that while the primary reason 
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these lines have gone out of the 
hardware store is because of lack 
of interest of the hardware dealer, 
the wholesaler hasn’t helped the 
situation any, because when his 
salesmen found that hardware 
dealers were not interested in these 
particular lines, and these other 
dealers were, he took the easiest 
course. He solicited this business 
from the men who were most in- 
terested in it. 

That, of course, we can see now, 
was short-sighted policy to pur- 
sue. Today the hardware whole- 
saler gets mighty little of sundry 
items sold drug stores. Why 
should we, when the drug whole- 
saler has first call and has in 
many cases as good a line of 
clocks, watches and sundries as we 
have. 

All these lines, and more, nat- 
urally belong in the hardware 
store . . . but today the consumers 
are not looking to hardware stores 
for many of these lines because 
you, yourselves, have actually 
forced them to go elsewhere. You 
didn’t carry the kind of merchan- 
dise they wanted, in the price 
range they wanted to pay for it 

. and you didn’t give them the 
service that was required—yet you 
charged them for it. 

If the hardware retailer: really 
makes up his mind that he wants 
to serve his cusfomers on the lines 
they are interested in, rather than 
to endeavor to force on them the 
kind of goods he wants to sell 
them; and when he selects his mer- 
chandise, if 100 per cent of the 
reason back of his purchase is be- 
cause he believes his customers 
want it, and not because some 
super-salesman sells it to him, or 
because he has carried the line 
for 20, 30 or 40 years . . . then 
the wholesaler can step into the 
picture and possibly give him 
some help. 

If there is something wrong 
with your business, and you want 
some help, and you finally defi- 
nitely make up your mind that 
you really want to serve your cus- 
tomers, and will do everything 
you can to give them the mer- 
chandise they want in the price 
range they want to pay, and give 
them the service they are willing 
to pay for . . . then go to your 
wholesaler. 
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Ask him to help you select the 
merchandise you should carry. 
Ask him for his help in getting 
the right price range. You cannot 
economically do your advertising 
alone, and most any wholesaler 
can give you some help along this 
line . . . and you can get all the 
help you need from others. 

Both retailer and wholesaler 
have great responsibilities in this 
problem; but I honestly believe 
you fellows can do more to help 
yourselves than any wholesaler 
can... but the help a wholesaler 
should give you is most necessary, 
and I am sure it can be obtained 
if you want it. 


Mutual Problems 


But you must recognize the fact 
that our problems are mutual 
ones; they are not single, or sep- 
arate. You suffer from our mis- 
takes; we suffer from yours. The 
issue is clear cut. We together 
bridge the gap between producer 
and consumer. 

We do not work for the manu- 
facturer. The consumer hires us. 
He is our boss if he is our cus- 
tomer. He dictates as to the kind 
of merchandise he wants, as to 
the price he is willing to pay, and 
the service he expects—and will 
pay for. We cannot eliminate any 








essential function demanded by 
the consumer. 

Remember—there are no short- 
cuts, 

Hardware distribution satisfac- 
tory to consumers requires both 
wholesale and retail functions. We 
would not be in business today if 
this were not so; but competition 
requires the elimination of every 
waste, and more eflicient service. 
Our combined service must be 
just as good and just as efficient 
as that of our competition. 

It means 100 per cent coopera- 
tion in a coordinated wholesaler- 
retailer distribution job. That job 
requires mutual faith and confi- 
dence. That job requires work 
and effort—lots of it. 

I am satisfied that just as sure 
as the sun will rise and set tomor- 
row, we together can solve our 
every problem; that together we 
can bring back to the hardware 
store consumer confidence, con- 
sumer patronage, on all the lines 
that rightly belong in our busi- 
ness; that the hardware business 
can be more prosperous than we 
here have ever seen it. 

Our opportunity is not one of 
the past; it is not a dream for the 
distant future .. . it is here today 
... it is right here now, if we will 
only see it. If we want it. If we 
seize it. If we use it. Now! 








A DISPLAY THAT INVITES SALES 


PEEDY PAINT $%} 
Md by WR BROWN Corporation 








In a corner of the model store of the Chicago Retail Hardware Asso- 
ciation in the Merchandise Mart, Chicago, is this sales-stimulating dis- 
play of paint sprayers and guns. Each item is shown in such a manner 
that the customer is able to pick up the guns and inspect them. In this 
way the desire for ownership is stimulated and a sale can easily be made. 
More and more hardware and paint merchants are finding this type of 
display a valuable adjunct to successful merchandising. 
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March 9, 1939 


ADVANCES 
Galv. Barbed Wire, Twisted Barbless Wire. 
Galv. Hardware Cloth. Passenger Car, Truck Tires. 
Blue Grass Seed. Furniture Nails. 
Some Small Drawer Knobs. Shoe Lasts, Stands. 


Mounted Grindstones. 


White Lead In Oil. 


DECLINES 


One Make Electric Toasters. 
One Make Wire Tighteners. 
Turpentine. Pig Lead. 


Electric Toasters—The Proc- 
tor Electric Co., Philadelphia, Pa., 
has reduced the prices of its 1939 
line of toasters 25 to 43 per cent. 

* * 


Wire Tighteners — Increased 
production and demand for Doo 
Klip Wire Tighteners has enabled 
reduction of the price [rom $2.50 
to $1.95, according to an announce- 
ment by R. F. Doyle, sales man- 
ager, Alliance Mfg. Co., Alliance, 
Ohio. 

* * & 

Wire—There has been an ad- 
vance in the price of galvanized 
barbed wire and twisted barbless 
wire of $2.00 per ton. 

* * *# 


Hardware Cloth—Galvanized 
standard hardware cloth prices were 
advanced as of Feb. 25. The new 
carload discount to jobbers nets the 
same as the opening discount put 
out last November. New discount 
to dealers is 16 2/3 per cent from 
the November lists, or an equivalent 
of $3.33 per 100 square feet on the 
standard 2 by 2 mesh sizes. 

* * * 


Automobile Tires — Leading 
manufacturers have announced in- 
creases in the prices of certain pas- 
senger and truck tire sizes. Revi- 
sions average 24% per cent with in- 
creases on certain sizes ranging 
from 3 to 10 per cent. 

+ ¢ ®@ 


Lawn Seed—Prices on lawn 
seed of the better grades are very 
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strong, due to last season’s short- 
age. Some advances are appearing 
on blue grass. 

~ * * 

Furniture Nails — Prices on 
most domestic lines of brass and 
plated furniture nails have been ad- 
vanced about 10 per cent. 

* & #* 


Drawer Knobs — Advances 
ranging from 20 to 33 1/3 per cent 
have been placed in effect by lead- 
ing makers of small competitively 
priced drawer knobs. Recent months 
have seen considerable betterment 
in the sales of cabinet hardware and 
upholsterers’ hardware. 


* * * 


Shoe Lasts, Stands—An ad- 
vance of about 10 per cent has been 
made on the Star line of Jersey shoe 
lasts and stands. 


ss © § 


Mounted Grindstones — New 
price lists recently issued by 
Richards-Wilcox Mfg. Co., Aurora, 
Ill., show a number of advances in 
jobber and dealer prices on mount- 
ed grindstones. The new quotations 
to the trade on typical popular sell- 
ers include No. 400 Victor at $7.70 
each, No. 05 Velox at $7.30, No. 300 
Cycle at $7.50 and No. 00 Western 


at $5.75. 
* * * 


Commodity Prices—Moody’s 
Wholesale Commodity Index ad- 
vanced on Feb. 27 to 145 per cent 
of the Dec. 31, 1931, “par.” This 


is the highest level reached this 
year, the previous high being 144.4, 
on Jan. 7. The metal markets have 
been very dull, with some reports 
that inventories of metals, especially 
lead and copper, are piling up. Pig 
lead was reduced in price 10 cents 
per 100 Ibs. on Feb. 16, by ieading 
refiners. The new wholesale basis, 
$.0475 at New York or $.0460 at 
St. Louis, restores the level prevail- 
ing before the 10 cents advance of 
Jan. 31. The 1938 high for pig lead 
was 5.10 cents a pound and the low 
4 cents at New York. 


* * * 


White Lead in Oil—An ad- 
vance of 1% cent per point on white 
lead in oil was effective Feb. 27. 


* * * 


Turpentine—A_ decline of 
two cents per gallon went into effect 


on Feb. 8. 


* + 


Farming Tools, etc——Jobbers 
report the early demand for hand 
farming tools a little better than 
last year, with prices held rather 
steadily. Early scythe orders show 
a greater trend toward the one- 


piece lines. 
* * * 


Sports Supplies—Due to the 
growing number of dog-owners, and 
the publicity given to the raising 
and care of these pets, by magazines, 
press and radio, the dog depart- 
ments of many hardware and de- 
partment stores are busy places, 
with sales of supplies both active 
and profitable. In the line of sum- 
mer sports, archery is commencing 
to take an important place. School 
and neighborhood clubs are grow- 
ing in number and popularity, and 
stores may now obtain the necessary 
equipment readily from the leading 
hardware jobbers. Popular priced 
sets, for adult use, range from $5.00 
to $7.00 retail. In the early show- 
ings of basketballs and footballs for 
next fall, there is a trend toward 
higher prices, both on the genuine 
and imitation leather items. 

* * & 


Housewares—The retail 
stores report a tremendous and still- 
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his increasing vogue for glassware and record has been exceeded by only included electrical motors, storage 
4.4, brightly colored earthenware. for six other months since the company batteries, domestic appliances, in- 
ave kitchen and dining room. Glass has been in the refrigerator busi- dustrial equipment. and other elec- 
rts coffee brewers and their accessories ness. trical apparatus and supplies. 
ally still are growing in popularity. oe & *- * 
Pig * ¢ *# Electrical Goods Orders— Paint Lines—The past few 
nts Electric Refrigerators — The Orders booked for electrical goods months have shown considerably 
ing Westinghouse Electric & Mfg. Co., in 1938 were valued at $630,802,000, better paint sales than the same 
ans from its plant at Mansfield, Ohio, a decrease of 32.2 per cent from out-of-season period a year ago. The 
. shipped more electric refrigerators 1937, according to the U. S. Com- Glidden Co., Cleveland, Ohio, has 
o this January than in any other Jan- merce Department. The value of stated that for the three months end- 
* uary in the company’s history, ex- orders booked during the fourth ing Jan. 31 their sales of paint and 
ead ceeding shipments for the entire first quarter of last year was $160,374,- varnish increased 13 per cent over 
low quarter of 1938. Even more notable 000 against $182,306,000 in the those for the same months of the 
was the comment that this January’s same period of 1937. These figures preceding year. 
ad- 
e he uy ljlack df 
: ardware (ge boar 
; Ok Wholesake Hardware Sales and Collections on Accounts Receiwable 
0 
fect By Geographic Regions, For December, 1938 
COMPILED BY THE BUREAU OF FOREIGN AND DOMESTIC COMMERCE \ Ss. DEPARTMENT OF COMMERCE, IN 
COOPERATION WITH THE NATIONAI ASSOCIATION = OF CREDIT MEN 
ers 
and 
han 
her Sales Reported Percent** of collections 
. during month to 
10W Firms Firms accounts receivable at 
yne- Re : Re- Dec. 1938 Re- beginning of the month 
gions porting percentage Thousands of Dollars porting 
Sales change from Collec- 
tions 
the Dec. Nov 
1937 1938 
and 
ing NEW ENG 
00. , -NGLAND. + 0.7 5.0 
art- MIDDLE ATLANTI( 1.4 0.9 
de- EAST NORTH CENTRAL + 0.2 9.4 
ses, 
live WEST NORTH CENTRAL 8.2 10.7 
_ SOUTH ATLANTIC 6.6 8.3 
ing : ye mn 
col EAST SOUTH CENTRAI hy pe | 6.1 
oW- ’ WEST SOUTH CENTRAL f 9.6 
ind 
MOUNTAIN 
ary 6.9 961 967 
ing PACIFIC 4,332 4,434 
ced UNITED STATES, TOTAL “447 ’ f 28.138 27,173 
.00 
yW- 
for 
ard *States comprising regions: oi Atlantic (Del., D. C., Fla., Ga., Md., N. C., 8. C., Va, 
2 ? ‘ . Va.) 
ine New England (Conn., Maine, Mass., N. H., R. L, Vt.) Rest South Central (Ale, Ky.. Miss.. Tenn.) 
Middle Atlantic (N. J., N. Y., Pa.) ; West South Central (Ark., La., Okla., Texas) 
East North Central (Ill., Ind., Mich., Ohio, Wis.) Mountain (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 
West North Central (Iowa, Kan., Minn., Mo., Neb., N. D., Wyo.) 
8. D.) Pacific (Calif., Ore., Wash.) 
i | *"These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 
ill- to accounts receivable at beginning of month. 
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Steel Production — Evidence 
of moderate improvement in the 
steel situation is afforded this week 
by a rise in the ingot rate for the 
industry of a point and a half to 
55% per cent, highest of the year 
thus far, and continued strength in 


scrap markets, though prices have 
not advanced, says the March 2 is- 
sue of The Iron Age. While the vol- 
ume of new steel business has not 
gained to a marked degree, some of 
the steel mills have benefitted from 
the release of specifications against 


orders on their books, particularly 

for construction steel, shipbuilding 

requirements and railroad material. 
* # * 

Speed Queen Shipments In- 

crease—Speed Queen unit ship- 

ments in January were 110 per cent 





SALES OF 1900 INDEPENDENT HARDWARE DEALERS IN 39 STATES—JANUARY, 1939 





Sales Reported 


States by Regions 


Number 


Percentage Change 


Reporting 


of Firms 


From rom 
Jan., 1938 Dec., 1938 


Jan., 1939 


Dollars 
Jan., 1938 


Dec., 1938 





New England ........... 
Connecticut 
Maine ... 
Massachusetts 


Middle Atlantic 
New Jersey .. 
New York 
Pennsylvania 


East North Central 
Illinois .... Faceed 
Indiana 
Michigan 
Ohio . 

Wisconsin 


West North Central 


Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


South Atlantic .......... 
Florida 
Georgia 
North Carolina 
South Carolina 
Virginia Ss 
West Virginia .. 
East South Central. . 
Alabama 
Kentucky 


West South Central... 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Arizona 
Colorado 
Idaho 
Montana re 
New Mexico ... 
Wyoming 
Pacific 
California . 


Oregon 
Washington 


TOTAL .. 


45.4 
—20.3 


+ 48 
— 82 
+16.5 
+ 0.7 


— 2.7 
— 05 
+12.4 
— 5.1 


— 24 
— 69 
+ 5.1 


S ERE eSooBN8E .C Beye 


~ 
iw) 
an 


aatSs8 88. 


219,301 
25,297 
20,021 
91,411 


662,334 
29,509 
97,480 

535,345 


1,302,942 
316,494 
214,750 

78,890 
450,536 
242,272 


679,919 


424,074 
133,169 
121,536 
49,237 
42,315 
58,472 
13,263 


182,984 
94,890 
35,148 


629,244 
93,152 
25,931 

208,999 

301,162 


491,777 
175,066 
93,104 
76,970 
89,362 
21,114 
14,902 


1,641,536 


6,234,111 


209,338 
27,566 
17,186 
90,790 


680,611 
29,644 
86,734 

564,233 


1,334,454 
340,000 


68,340 
14,189 


171,519 
86,063 
34,294 


642,664 
89,082 
27,174 

207,822 

318,586 


471,590 
156,203 
100,672 
81,752 
75,388 
20,545 
12,999 


1,622,417 
1,274,987 
140,257 
207,173 


6,195,228 


401,933 
31,748 
26,476 

188,391 


1,189,501 
77,117 
154,333 
958,051 


2,452,021 
560,826 


14,775 


570,500 
198,167 
143,165 
63,133 
55,404 
76,352 
27,635 


278,708 
133,897 
59,557 


1,098,195 
137,914 
44,065 
435,331 
480,885 


718,734 
175,931 
144,649 
134,794 
166,603 

28,124 

26,274 


2,366,270 
1,871,773 
194,595 
299,902 


10,213,070 





days .. 

Per cent ... 
Chicago at 
Los Angeles 
St. Louis .. 
San Francisco 


16 + 5. —35.6 
42 ’ —128 
20 y AA 
33 ‘ —47.3 


37,427 
342,421 
111,865 
103,181 


35,512 
328,973 
105,122 

96,192 





Compiled by Bureau of Foreign and Domestic Commerce, U. S. Department of Commerce. 
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_ Wholesale Hardware Distributors’ Sales for 1938 











Number of Percentage 
Firms Re- Change Thousands of Dollars 
porting from 1937 1938 1937 
New England 37 — 18.9 10,597 13,071 
Middle Atlantic .. 124 — 19.3 54,847 67,976 
East North Central. 66 — 24.2 69,685 91,915 
West North Central 44 — 10.8 54,456 61,062 
South Atlantic .. 63 — 13.5 31,299 36,194 
East South Central 26 — 14.9 24,453 28,735 
West South Central 20 — 7.2 30,594 32,977 
Mountain 14 — 17.4 11,700 14,162 
Pacific 49 — 20.3 53,651 67,295 
U. &. Fetal... 443 — 17.4 341,282 413,387 





Compiled by Bureau of Foreign and Domestic Commerce, U. S. Department of 


Commerce. 





ahead of January sales a year ago, 
according to R. I. Petrie, president 
and general manager, Barlow & 
Seelig Mfg. Co., Ripon, Wis., man- 
afacturers of washers, ironers and 
refrigerators. A nice backlog of 
unfilled orders was carried over into 
February. 
* a” * 

Universal Cooler Sales In- 
crease—Sales of domestic electric 
refrigerators by Universal Cooler 
Corp., Detroit, Mich., for January, 
1939, showed an increase of more 
than 100 per cent over the volume 
for the same month last year. 

* * 


Tools—Carpenters’ and me- 
chanics’ tools, in the higher price 
ranges, have improved slightly in 
demand. Orders are steady and lib- 
eral for the popular-priced or 


household grades. 
* * # 


Wholesale Hardware in 1938 
—The Department of Commerce re- 
ported recently that the estimated 
total sales of general hardware 
wholesalers during 1938 were $472,- 
000,000 compared with $548,000,000 
in 1937, a decrease of 14 per cent. 
Declines were general for all sec- 
tions of the country, with the great- 
est drop—almost 19 per cent—re- 
corded for the east north central 
region. 

* * * 

Encouraging Points — Un- 
doubtedly the wide optimism toward 
business ahead is fostered by sev- 
eral favorable fundamentals. Farm 
cash income in January increased 
1.1 per cent over January, 1938. 
Department store sales in the Feb. 
18 week were 2 per cent above a 
year ago—the first gain over 1938 
since early January. The Federal 
Reserve index, based on 1923-5 
average as 100, but not adjusted for 
population increase, shows indus- 


MARCH 9, 1939 





trial production at 80 a year ago, 
at 104 in December, and 101 in 
January of this year. Even in the 
light of the mid-winter decrease in 
employment, therefore, business is 
in far better shape than at this sea- 
son a year ago. Even security 
prices, after their jolt from the 
European war scare, have recovered 
fairly well. 
* <— 

Moderate Stocks — Many 
wholesalers are still finding their 
“tonnage” or “item” movement of 
goods ahead of this time a year ago, 
but in some quarters, February dol- 
lar sales will not reach those of the 
same 1938 month—such has been 
the effect of the year’s declines in 
values. The jobbers’ inventories are 
only moderate, and are being kept 
so by careful buying. Therefore, 
the immediate effect of any open 
weather pick-up in retail sales must 
be a good volume of new fill-in 
orders from the wholesaler to his 
factory suppliers. 

* * * 


Electric Power Output—Pro- 
duction of electricity for light and 
power in the United States for the 
week ended February 18th, was 
2,248,767,000 kilowatt hours, — an 
increase over the like 1938 week of 
9.2 per cent. The total was about 
.08 per cent lower than the previous 
week. 

* - * 

Agriculture in 1938 — “Crop 
production in 1938 in the United 
States compared favorably with the 
best years of American agriculture. 
However, this large production was 
accompanied by pronounced declines 
in the price of farm commodities,” 
states the International Harvester 
Co., Chicago, Ill. “The result of 
this situation was a net decline in 
the total farm income of the country, 
despite the larger crops and govern- 


ment farm benefit payments. The 
preliminary estimate of the Bureau 
of Agricultural Economics of the 
United States Department of Agri- 
culture places the total national cash 
farm income for 1938 at $7,632,000,- 
000, compared with $8,574,000,000 
in 1937 a reduction of approximately 


11 per cent.” 
* * * 


Residential building pros- 
pects—“It is. with full realization 
that local conditions may in some 
localities reverse or augment the 
general trend that I say the pros- 
pects for residential building in 
1939 are for a substantially in- 
creased volume, possibly as much 
as 40 per cent greater than in 1938,” 
said Nathanial H. Engle, assistant 
director, Bureau of Foreign and 
Domestic Commerce, in a recent ad- 
dress. “This appears likely because 
of the low vacancies, recent in- 
creases in family income as indica- 
ted by the index of income payments 
prepared in our Bureau, the sub- 
stantial increases in the number of 
families each year, the assistance 
in reducing home financing costs 
under the FHA program, and the 
extensive program of public hous- 
ing construction under the United 
States Housing Authority.” 


* *%* * 

Heavy Construction—Con- 
struction prospects continue favor- 
able. Engineering construction 
awards for the latest week were 
nearly $61,000,000—a 44 per cent 
gain over the preceding week, and 
a 56 per cent gain over the corre- 
sponding week in 1938. The 1939 
construction total to date gained 29 
per cent over the similar eight-week 
period in 1938. Lumber activity 
for the week ended Feb. 18 was 
about unchanged from the preceding 
week, the National Lumber Manu- 
facturers Association reported. New 
orders were two per cent less than 
a year ago, but protluction was 21 
per cent greater, and shipments 14 
per cent above the 1938 week. The 
industry stood at 51 per cent of the 
1929 weekly average of production 
and 56 per cent of average 1929 
shipments. 


oe @ @ 


Carloadings — A strong in- 
crease in industrial shipments and 
some gains in live stock, lumber, 
ore, and coke raised the freight 
movement in the week ended Feb. 
18 to 580,071 cars. This represented 
a very slight increase over loadings 
in the preceding week, but the rise 
was 8.2 per cent over the same week 
in 1938. 
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P ASHA Opposes Changes 
in ‘Lydings- Miller Act 


T the annual convention and 
A exhibit of The Pennsylvania 
& Atlantic Seaboard Hard- 
ware Association, held Feb. 20-24, 
inclusive, at the William Penn Hotel, 
Pittsburgh, Pa., the organization 
went on record as being opposed to 
repeal of the Tydings-Miller en- 
abling act. Major attention was given 
to selling methods and ideas, with 
some time devoted to discussions of 
legislation and current business con- 
ditions. E. Hulings Antrim, Camden, 
N. J. president, PASHA, welcomed 
members and guests to the opening 
session Monday evening, Feb. 20, after 
which the invocation was given by 
Rev. A. A. Love, pastor, Mount 
Washington U. P. Church. A party 
concluded the evening’s program, 
entertainment being furnished by 
Aneurin Bodycombe’s KDKA En- 
semble, after which there was an in- 
formal dance. 


Regular business meetings started 
Wednesday morning at which time 
President Antrim made the opening 


address. Mr. Antrim said that just 
as previous generations were obliged 
to use much initiative to compete 
and survive, present day businessmen 
have many of the same problems. 
However today’s problems are more 
complicated. Although the retail 
hardware business is flexible it has 
limitations which are gaged by the 
initiative and ability of store owners 
and their staffs. He urged the retail 


E. HULINGS ANTRIM 
Retiring President 


GEORGE E. CORCELIUS 
New President 


hardware trade to fight to have re- 
tail trades exempted from wages and 
hours acts because retail industries 
operate on a comparatively small 
margin of profit. With retail store 
reserves normally less than those of 
the basic industries, any legislation 
that will greatly increase operating 
costs cannot be tolerated until it 
has passed from the experimental 
state to one of sound practice, he 
declared. 

Mrs. Margaret Hewitt, director, 
The Hewitt School, Chicago, II1., 
told dealers to take into considera- 
tion the feminine mind and to re- 
member that the hardware store has 
fine, useful and beneficial merchan- 
dise to offer the consumer. Say 
to the women of your community 
that you offer merchandise to help 
them be better homemakers and 
more efficient housekeepers. Ameri- 
can women are interested in com- 
fort, beauty and improvement of 
living conditions and are tireless 
shoppers. Ten million of them de- 
vote an average of two and one half 
hours a day to shopping. When 
appealing to women consumers, re- 
tail stores must offer honest and 
clear advertising. Mrs. Hewitt said 
that women want to know what you 
have to sell and what the merchan- 
dise you sell will do for them. 
Women, when shopping, are self- 
centered and see things in the store 


windows in terms of themselves. 


their families and homes. Women 
like order, color, originality, polite- 
ness and tact in the stores with 
which they deal. 

Retail dealers must be more alert, 
said C. G. Gilbert, Chicago, IIL, 
managing director, Illinois Retail 
Hardware Association and past 
president, N.R.H.A. He pointed out 
that added sales of related items 
make for big volume in stores. Mr. 
Gilbert emphasized the importance 
of making customers shopping in 
retail hardware stores want to re- 
turn to those stores for further pur- 
chases. National Hardware Week, 
May 6-13, is just another form of 
imagination and vision intended to 
make the consumer more hardware 
store conscious, he said. 

In an informal address W. C. 
Coleman, The Coleman Lamp & 
Stove Co., Wichita, Kan., told of 
visits to 1200 hardware stores in 
40 states several years ago. He 
found, he said, that some _ store 
owners and employers seemed to 
think the “grass is greener in the 
other fellow’s pastures.” Mr. Cole- 
man said people are the same every 
place and that it is necessary to 
keep plugging to make sales. No 
piece of merchandise is sold until 
it is in the hands of the consumer 
and is giving satisfactory service. 

At the annual PASHA Family 
Party. Wednesday evening. Mrs. 

(Continued on page 127) 


W. GLENN PEARCE 
Managing Director 
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BIG DISPLAY CONTEST! 





STANLEY 
MULTICHROME 
CABINET HARDWARE 


| STANLEY 
|| TRACK ~ HANGERS 
6: SLIDING DOORS 


To Date Your 
Profitable Builders’ Hardware Lines! 


You can’t lose in this contest! 


Stanley makes it worth your 
while to display builders’ hardware 
right now by offering a complete set 
of colorful window display mate- 
rial and an opportunity to win a 


substantial cash prize. 


You’re sure to benefit in many 
worthwhile sales of builders’ hard- 
ware. Read the rules and enter 
right now! The Stanley Works, 


New Britain, Conn. 


STANLEY 


(TRADE MARK) 


HARDWARE FOR 


CAREFREE DOORS 


*300 


IN CASH 
PRIZES! 


val 


‘Koll lip Voor 


Swing Up Va rlwiire 


STANLEY 
CLOSET HARDWARE 


mukes lily « MODERN GARAGES 





CONTEST RULES 


Prizes will be as follows: 


First Prize $100.00 
Second Prize 75.00 
Third Prize 50.00 
Fourth Prize 25.00 
Five Prizes of 10.00 each 


WINDOW must use new big back- 
ground piece, four side-display cards 
and window sticker supplied FREE by 
Stanley. Only 50% of items must be 
Stanley. Display must be maintained 
for period of two weeks. 


JUDGES, whose selection of winning 
windows will be final, include: 
Mr. Charles J. Heale, 
Editor, Hardware Age 


Mr. Glendon Hackney, 
Editor, Hardware Retailer 


Mr. E. M. Grinnell, 
Editor, Hardware World 


YOUR ENTRY in the form of a 
photo of your window must be post- 
marked not later than April 15, 1939, 
and addressed to Contest Editor, The 
Stanley Works, New Britain, Conn., 
this photo to become the property of 
The Stanley Works. 








ENTER NOW! 


The Stanley Works, Contest Editor 
New Britain, Conn. 


Please send me full details on the Stanley 
Hardware Window Display Contest and 
free display material. 

Name Store 

Address 
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Ohio Dealers Analyze 
‘Their Business 


Cc. C. HEWITT 
New President 


EALERS from all sections of 

Ohio came to Columbus for 

the 45th annual convention 
and exhibit of the Ohio Hardware 
Assn., at the Deshler-Wallick Hotel, 
Feb. 14-17, 1939. The convention 
opened Tuesday noon, Feb. 14 with 
a luncheon given by the president, 
J. C. Blaser, Cleveland. Mr. Blaser, 
for his annual address, chose the 
topic, “Choosing a Future,” in which 
he urged the nation’s youth to con- 
sider seriously the many advantages 
to be found in the hardware busi- 
ness. 

Hardware stores, he said, have 
long life, high credit rating and 
have been largely responsible for 
the introduction of numerous new 
lines to the consumer. Hardware 
merchandising is safe, sane, and 
conservative. It is interesting and 
its service and selling phases are 
profitable. These are business op- 
portunities which the older hard- 
ware men should impress upon the 
younger generation. Hardware stores 
need well trained young men and 
women. 

George M. Gray, charter member 
of the association, was next on the 
program and he introduced the 
Fifty-Year dealers, each of whom 
were presented with a certificate, 
suitably inscribed. 

The concluding speaker of that 
session was Dr. Allen A. Stockdale, 
New York City, whose topic, “The 
Future of America”, outlined a 
bright future for the United States. 
He said this country was a different 
country in the past six months from 
what it was six years ago. Dictator- 


ship here is imposition because of 
our freedom of spirit, our education 
and American heritage. The future 
of America lies in free enterprise. 

J. S. Bonifield, Sr., Zanesville. 
then made the exhibition announce- 
ments and the convention adjourned 
to the Columbus Auditorium to view 
the many manufacturers and whole- 
salers exhibits. 

The convention was resumed in 
the evening with C. C. Hewitt, Se- 
dalia, presiding. Mr. Gray, secre- 
tary of insurance, John B. Conklin, 
secretary-treasurer of the association, 
and A. E. Herrnstein, Chillicothe, 
National board member, made their 
reports. Mr. Conklin spoke of im- 
pending legislation which was 
detrimental to trade: state wage- 
hour bill; anti-injunction law; in- 
creasing taxes on tangible personal 
property; new, higher sales tax 
brackets, and more regulation of 
firearms sales. Beneficial legislation 
discussed by Mr. Conklin included, 
a law which would enable dealers 
to receive money directly from con- 
tractors; unemployment insurance 
bill which would raise the required 
number of store employees to eight; 
and a sales tax redemption bill. He 
also told of a committee’s activities 
to eliminate direct buying by em- 
ployees through purchasing agents. 

Mr. Herrnstein discussed National 
Association activities and National 
Hardware Week. Then George M. 
Gray took the floor and presented 
the new 25-Year Club members. 
Following their presentation the 


JOHN B. CONKLIN 
Secretary-Treasurer 


J. C. BLASER 
Retiring President 


meeting broke up into smaller 
groups for the discussion of mer- 
chandising problems. 

“Outside Selling,” “Commission 
Payments,” “Credit Establishment,” 
discussions were led by Norman J. 
Lochbihler, Chandler Hardware Co., 
Sylvania. Mr. Lochbihler told how 
his company carries on its outside 
appliance selling. Each salesman 
is given a definite territory to cover. 
Daily report sheets are supplied for 
the salesmen. Complete credit in- 
formation is obtained on each new 
account. Salesmen are given a 
monthly drawing account plus a 
commission which is paid at the 
end.of every four months. Mr. Loch- 
bihler urged dealers not to use order 
blanks but sales contracts which 
were more binding. He also advised 
that, if possible, dealers pay their 
inside salesman a small commission 
on sales to stimulate their efforts. 

Other group meetings were held 
on “Delivery Costs” and “Charges,” 
under the direction of J. S. Boni- 
field, Sr., Zanesville, Ohio; “Store 
Meeting,” A. E. Herrnstein, Chilli- 
cothe, and “Operation Under the 
Ohio Unemployment Compensation 
Act,” led by J. C. Lucas, Ohio Coun- 
cil of Retail Merchants, Columbus. 
Adjournment followed these meet- 
ings. 

On Wednesday morning, Feb. 15, 
George V. Sheridan, executive direc- 
tor of the Ohio Council of Retail 
Merchants, Columbus, discussed 
“Problems Before Us.” Mr. Sheri- 
dan remarked that an increased home 
building program is anticipated this 


(Continued on page 128) 
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A SUPER-VALUE in a High-Grade 
GRINDER 


Genuine LUTHER DIMO-GRIT 
Vitrified Wheels 


Enables Dealer to Outsell Competition at Regular Margin 
of Profit 
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Legislation ls Stressed 


at (Vlissourt Convention 


HERBERT E. BROWN 
New President 


IGHLIGHTING the 41st an- 

nual convention and 27th 

annual exhibit of the Mis- 
souri Retail Hardware Association 
on Feb. 21, 22, and 23 were several 
important resolutions that were in- 
troduced by the Resolution Commit- 
tee and adopted by the association. 
The convention was held at the Jef- 
ferson Hotel in St. Louis, Mo. 

The Resolution Committee with 
H. C. Mell, Mell Hardware Co., 
Farmington, chairman; A. Riggs, 
Riggs Hardware Co., Kenneth, and 
Milton Pauly, Pauly Hardware Co., 
St. Louis, brought out the following 
resolutions: 


Be it resolved that the Missouri 
Retail Hardware Association go on 
record as being opposed to the Fed- 
eral Firearms Act. 

Be it resolved that the Missouri 
Hardware Association urge the Na- 
tional Board to exert all its influ- 
ence to effect the passage of the 
Patman Bill. 

Be it resolved that we go on rec- 
ord as favoring Missouri State House 
Bill No. 2 known as the State Use 
Tax. 

Be it resolved that we recommend 
the passage of House Bill No. 3 
known as Mo. Chain Store Tax. 

At the annual election Herbert E. 
Brown, Trenton Hardware Co., Tren- 
ton, was elected president, moving 
up from the position of vice-presi- 
dent. Retiring President George C. 
Eberlin, Hermann, Mo., was made a 
member of the advisory board. Ber- 
nard H. Gude, South End Hard- 


ware, St. Louis, succeeded himself 
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as managing director. G. O. Busch, 
Busch Hardware Co., Union, a mem- 
ber of the board of directors was 
made vice-president, while J. W. 
Giesler, Giesler Hardware Co., St. 
Louis, retained his position as trea- 
surer. Peyton C. Clark of St. Louis 
was reelected as secretary, and 
Frank X. Becherer was reelected as 
assistant secretary. 

The board of directors was set up 
as follows: R. E. Williams, Wil- 
liams Hardware Co. Silex; Adolph 
Riggs, Jr., Riggs Hardware Co., 
Kenneth; E. E. Wachter, Virginia 
Hardware Co., St. Louis; H. C. 
Mell, Mell Hardware Co., Farming- 
ton; Claude Rathbone, Rathbone 
Hardware Co., Springfield, and Milo 


GEORGE C. EBERLIN 
Retiring President 


H. Walz, Mell Hardware Co., Jef- 
ferson City. 

The convention opened with an 
invocation by Rev. R. H. Kassmann, 
followed by an address of welcome 
by Managing Director Bernard H. 
Gude. The next speaker at the 
morning session presided over by 
President George C. Eberlin, was 
Otto A. Messner, vice-president of 
the Simmons Hardware Company. 
Mr. Messner told the conventioneers 
to be optimistic, that 1939 would 
be a good year. 

Mary E. Ryder, executive director 
of the Missouri Commission for the 
Blind, spoke on the subject of 
“Measuring Public Opinion.” Mrs. 


Ryder pointed out that the little 
man should be kept in full view for 
possibilities that he has but which 
are so often overlooked. Mrs. Ryder, 
a staunch champion of the Fair 
Trade Act which is pending in the 
Missouri State Legislature, spoke on 
the need of this act. 

Among the other speakers were 
Hon. Howard Elliott, member of the 
State House of Representatives, who 
spoke on “Problems Before Us,” 
which was a discussion of pending 
bills in the state legislature. 

“Selling Between The Hi-Lines” 
was the subject of the address by 
Edward V. Oehler, vice-president of 
the Briggs & Stratton Corporation. 
Charles R. Issacs spoke on “Na- 
tional Hardware Week.” John N. 
Barker, supervisor of the Western 
Regional Division of Appliances, 
Westinghouse Electric & Manufac- 
turing Co., had “Pointers to Profit” 
as his subject. The matter of 
“Store Face Lifting” was discussed 
by Peter A. Egeland, advertising 
and promotion manager of Butler 
Brothers. 

Peyton C. Clark, secretary of the 
Missouri Retail Hardware Associa- 
tion, spoke in the fourth and final 
session on “Serving the Retailer,” 
while Frank Meehan of the Barlow- 
Seelig Manufacturing Co., pinch hit 
for A. E. Wyatt, personnel director 
of the Laclede Gas Co., and brought 
out some excellent facts on sales- 
manship. 


PEYTON C. CLARK 
Secretary 
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Take Stock of Your Truck Needs 
.~eThen Call in INTERNATIONAL 





@ THERE IS ONE LINE of trucks that meets 
every hauling requirement and gives you 
the greatest value per truck dollar: 


That’s the International line! 


Whether you need light-delivery units 
from ¥2 to 1-ton capacity, medium heavy- 
duty trucks, or big heavy-duty trucks, there 
are Internationals to fit your job exactly. 


And as for truck value: One look at an 
International will show you they are sturdy, 
rugged trucks, built to take a lot of punish- 
ment throughout their long life. And when 


you get into the details, you really begin 
to appreciate the quality of International 
construction and the money-saving features 
engineered into these trucks. . . all designed 
to give owners the best in performance at 
low operating cost. 


Investigate International Trucks now. 
The nearby International dealer or Com- 
pany-owned branch will give you a demon- 
stration at your convenience. 


INTERNATIONAL HARVESTER COMPANY 
(INCORPORATED) 


180 North Michigan Avenue Chicago, Illinois 





nome’ UMAR oko! as og . Satlaiitn 


aii 


The International Station Wagon is used as a salesman’s truck by the Jobn Pritzlaff Hardware Company, Milwaukee, Wis. 


INTERNATIONAL TRUCKS 
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Arkansas Dealers Predict 
Banner Business for 1939 


Left to right, standing: George L. Turner, Little Rock, secretary; A. P. 
McKeithen, Clarksville, president; J. M. Rhea, Corning, vice-president; 
Heydon Lewis, Fayetteville, chairman of board. Seated, The Ladies’ 
Auxiliary: Mrs. A. P. McKeithen, Clarksville, president; Mrs. Heydon 
Lewis, Fayetteville, secretary; Mrs. J. S. Shaddock, Camden, treasurer. 


66 HE year 1939 should be one 
of the best years for the re- 
tail hardware dealer that he 

has had in several years.” This was 

the opinion of virtually every speak- 
er that talked before the 39th an- 
nual convention of the Arkansas 

Retail Hardware and Implement 

Association, Inc., held at the Hotel 

Marion, Little Rock, Ark., Feb. 14 

and 15. More than 200 hardware 

dealers and representatives of allied 
trades attended the meeting. 
President Heydon Lewis, of 

Fayetteville, after calling the meet- 

ing to order said: “By all the rules 

of the game, by indications of almost 
every economic factor, by the law 
of averages, and by the swing of 
the business cycle, we have every 
reason to expect the best business 
volume in 1939 than any year in the 
last ten years.” Mr. Lewis reviewed 
the formation of the state organiza- 
tion and said it had grown to be 
recognized as a powerful organiza- 
tion. He stated that hardware retail- 
ing had become a science and that 
dealers should keep their windows 
neatly trimmed. “Getting the cus- 
tomer into the store is the main 
factor,” he said. 

Glendon Hackney, editor, Hard- 
ware Retailer, representing the Na- 


tional Retail Hardware Association, 
in explaining the problems of both 
chain and independent dealers, said 
that the independent dealer had a 
number of advantages, some of 
which he might not be aware of. 
“The hardware trade is superior to 
syndicates,” he stated. “It has 
greater purchasing power and a 
higher grade personnel than the 
syndicate. The hardware dealer also 
has a personal contact with his cus- 
tomers that the syndicate does not 
have.” 

W. D. Galpin, of General Electric 
Co., Cleveland, Ohio, talked on “The 
Business of Selling,” demonstrating 
his talk with charts. “The merchan- 
diser now has to show what his 
product will do. He has to go out 
after the business. He can also learn 
lots from the chain stores,” Mr. 
Galpin stated. He said the retailer 
should point out the advantages of 
the product he is selling, prove the 
quality and value, and suggest other 
items to the customer. He also urged 
dealers to concentrate more on “big 
ticket” merchandising and adopt 
specialty selling methods. 

P. M. Mulliken, vice-president, 
Simmons Hardware Co., St. Louis, 
told the members that, “we have 
competition today and will always 


have it, but it can be met.” The text 
of his speech was, “You can’t do 
today’s work with yesterday’s 
methods and expect to be in busi- 
ness tomorrow.” He said the hard- 
ware dealer had to meet the public’s 
demand, learn what the public 
wants. “The main factor is to pro- 
vide your customer with what he 
wants, at the price he wants to pay 
for it.” 

“Fair Trade Laws” was the sub- 
ject discussed by C. W. Northrup, 
president of the Henry G. Thompson 
& Son Company, of New Haven, 
Conn. He reviewed the fair trade 
law movement and explained certain 
provisions of the law. He also urged 
retailers to patronize manufacturers 
who observe the fair trade laws and 
who are willing to cooperate with 
retailers. 

Luther B. Stein, of the Belknap 
Hdwe. Co., Louisville, Ky., made a 
brief talk on various subjects of the 
hardware business. 

A banquet was held the evening 
of Feb. 14 at which Harvey C. 
Couch, president of the Arkansas 
Power and Light Co. was the guest 
of honor. 

H. E. Noess, sales manager of the 
Minneapolis Moline Power Imple- 
ment Co., Memphis, Tenn., was the 
first speaker on the second day’s 
program. “The dealer,” said Mr. 
Noess, “should understand his own 
product and be able to explain it 
to the prospect. There is an opinion 
among some that machinery has 
lessened employment. A _ careful 
study of the situation, however, re- 
veals that machinery actually creates 
employment.” He made several 
references to the mechanical cotton 
picker. 

Stanley Carpenter, Little Rock, 
discussed “Progress of Rural Elec- 
trification in Arkansas.” He stated 
that the first rural survey was made 
in this section in 1936, and that in 
December, last year, 70 of the 75 
counties in Arkansas were receiving 
service from the REA. “Six thousand 

(Continued on page 154) 
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Taylor Leedawl jew- 
eled compass. Made 
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Sturdy and reliable. 
No. 2920. Retails at 
$1.00*. Other Taylor 





















































. ns A F compasses retail from 

ie text We: WAS 75¢ to $7.50*. 
’t do 
rday’s 
busi- 
hard- 
iblic’s 
public 
) pro- 
at he 
oO pay 





> sub- 
thrup, 
npson 
laven, 
trade 
ertain 
urged “ ti “J 
= e and hea it’s stl : ther way rantee ° 4 
s an . 

with tomers- mea an + lI and The 5-Y is Taylor . Sell Tay- 1. Bake Oven Thermometer. No. 5928— 

ad F Taylor $2.00* retail. 





ters 2. Candy and Jelly Thermometer. No. 5908 

Iknap thermome yermome at a 2.00* retail. 
ade a deep frying lor In mpanie . Canada- 3. Deep Frying Thermometer No. 5910 
4 


: a 
sdes in es an men : onto, 2.00* retail. 
»f the gtormoguade of cold waves * 7 Instru ~ _alsoin TOF 








. Roast Meat Thermometer. No. 5936 
$1.5)* retail 


ening 
y C. 
ansas 
guest 


»f the 
mple- 
s the 
day’s 

Mr. 
own 
iin it 
inion 

has 
ireful 
r, re- 
eates 
veral 
otton 








Taylor Comfortmeter. For 
indoor and outdoor tem- 
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Nebraska Convention 
Discusses elling Problems 


EARL DEAN 
New President 


“" o- HARDWARE” was the 


general theme of the 38th 

annual convention and ex- 
hibit of the Nebraska Retail Hard- 
ware Association held Feb. 14-16, 
inclusive, at the Hotel Rome, 
Omaha, Neb. Considerable atten- 
tion was also given to economic 
problems and current business con- 
ditions. The exhibition was held at 
the Municipal Auditorium. 

Carl Kollmeyer, Fremont, presi- 
dent of the association, presided at 
all sessions and introduced all of 
the speakers. The invocation was 
delivered by Rev. Thomas S. Bow- 
dern, S. J., after which William Lor- 
ing, convention manager, Omaha 
Chamber of Commerce, welcomed 
the hardwaremen and their friends 
to the city. 

President Kollmeyer, in the presi- 
dent’s annual address, emphasized 
that the hardware business is one 
subject to great changes. Hardware 
stores have had to adopt new 
methods of display and have been 
forced to advertise and do outside 
selling as well as handle installment 
sales. Changes and progress in the 
hardware field are inevitable, he 
pointed out, and the retail hard- 
ware business is one of stability, re- 
quiring more capital than some 
other types of retailing. He outlined 
association services and urged hard- 
ware dealers to establish their 
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stores as community headquarters 
for electrical appliances. 

Edward C. Hermanson, Lincoln, 
secretary-treasurer, read his annual 
report outlining the association’s ac- 
tivities of the past year. Mr. Her- 
manson called attention to this 
year’s kit for National Hardware 
Week, May 6-13, inclusive, and 
told of improvements as to its color 
and design. 

C. G. Gilbert, Chicago, managing 
director, Illinois Retail Hardware 
Association and _ past president. 
N.R.H.A., discussed, “A Sane Look 
Ahead.” He held that the faith of 
our ancestors is needed hy those 
living today. Mistakes have been 
made in the past and will be made 
in the future but what is needed for 
the future is vision and business 
honesty—honest relationships _he- 
tween employee and _ employer. 
While the United States has seven 


E. C. HERMANSON 
Secretary-Treasurer 


times as much capital per person 
than any other country, we need 
confidence. Lack of confidence, he 
declared, has resulted in _ this 
country losing its salesmanship. 
We’ve got to get back to selling ap- 
peal, he said, and must use shovels 
to dig and fight rather than to rest 
on. Think, plan and work, he urged. 

Trade-ins and cut prices are the 
greatest selling problems in the re- 
tail hardware and implement busi- 
ness said Evan Knudsen, vice-presi- 


CARL KOLLMEYER 
Retiring President 


dent, Henkle & Joyce Hardware Co.., 
Lincoln, Neb., wholesale distribu- 
tors. Mr. Knudsen, who also con- 
ducts his own retail hardware and 
implement business in Goodland, 
Kan., said manufacturers and con- 
sumers are responsible for the trade- 
in idea, with dealers having to fol- 
low along. He advised dealers to re- 
move from customers’ premises any 
merchandise accepted on a trade-in 
plan, to avoid possible legal suits 
from any damages that might result 
from their being involved in acci- 
dents. He recommended that dealers 
handle single lines of major ap- 
pliances to enable salesmen to 
better understand those lines. Deal- 
ers selling appliances and imple 
ments buy from two sources—new 
appliances and implements from 
the manufacturer, trade-ins from the 
consumer. He declared there is a 
need for a major appliance trade-in 
manual, like the one used for farm 
equipment. 

The purposes of National Hard- 
ware Week were discussed by 
Charles Isaacs, N.R.H.A., Indiana- 
polis, Ind., who said chain and mail 
order stores stage one great sales 
event after another to attract con- 
sumers. Independent dealers know 
they offer greater values and wider 
varieties of merchandise than their 
competitors but the consumer does 

(Continued on page 148) 
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We’re telling Screen Cloth Customers... 


“Buy Bronze...get 
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Ads like the one shown above will appear 
in these four magazines during the screen- 
buying season. Watch for them! 
Circulation 
Saturday Evening Post . . . 3,095,355 
Come. «ss ss s » BOR 
Better Homes & Gardens . . 1,719,271 
American Home ... . . 1,289,733 
Total 8,728,991 
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Tie up with this campaign 


Our advertising this spring will help you pro- 
mote quality screening. Let your customers 
know that you are headquarters for bronze screen 
cloth, made of .0113’’ wire—the standard set by 
the U. S. Government and by the Wire Screen 
Cloth Manufacturers’ Institute. Light-weight 
cloth is often made of wite which has less than 
2/3 the weight and strength of standard wire. 





ONLY standard weight bronze screen cloth 


¢ Lies flat—does not bulge or twist 
e« Hasa firm, solid ‘‘feel’’—is easier to handle 





and frame 
¢ Isa high strength material—does not dent 





easily 

« Gives the long, expense-free service ex- 
pected of bronze 

¢ Weighs 15 lbs. per 100sq. ft. in16 mesh cloth 








THE AMERICAN BRASS COMPANY, General Offices: Waterbury, Connecticut 


In Canada: Anaconda American Brass Ltd., New Toronto, Ont. 
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© Subsidiary of Anaconda Copper Mining Company 
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of Patman Bill 


Left to right: A. J. Rynda, New Prague, new presi- 
dent; Ebert Johnson, St. Cloud, retiring president; 


C. A. 


EGISLATIVE problems occu- 
L pied a large portion of the 
program of the 43rd annual 
convention of the Minnesota Retail 
Hardware Association which was 
held Feb. 21 to 24 at the St. Paul 
Auditorium, St. Paul, Minn. A. J. 
Rynda, New Prague, was elected 
president succeeding Ebert Johnson, 
St. Cloud. F. C. Larson, Warren, 
was elected vice-president, and R. 
M. Stevenson, Minneapolis, was 
elected to the executive board. 

Others named included J. A. 
Moren, St. Paul, L. A. Luedke, Fair- 
mont, and C. A. Peick, Slayton, re- 
elected to the executive board. 
Named to the advisory board with 
G. H. Herreid, Deer River, and 
D. E. Billman, Minneapolis, incum- 
bents, was Mr. Johnson. C. A. 
Christopher, of Minneapolis, secre- 
tary-manager, was retained in that 
post. 

Among actions taken during the 
morning business sessions of the 
group—afternoons were left free for 
visiting the exhibits and the city— 
were resolutions expressing the at- 
titude of the association on state 
and country legislation affecting the 
hardware dealer. These resolutions 
included the following: 

That the association act to have 
the state fishing license fee lowered, 
in order to promote the tourist 
trade. 

That the association protest 
against any changes in the state 


Christopher, Minneapolis, secretary-manager. 


garnishment law which would tend 
to leave the retailer unprotected. 

That the association favors a law 
making the use of trading stamps 
or other premiums in the selling of 
merchandise illegal in Minnesota. 

That the association go on rec- 
ord and give active support to the 
amendment to the Minnesota Fair 
Trade law which is designed to re- 
place the court-outlawed unfair 
practice section. 

That they strongly object to re- 
peal or any modification of the 
Tydings-Miller Act. 

That the association oppose that 
section of the ‘Federal Firearms 
Act, now in Congress, which re- 
quires all dealers to keep a record 
of every shotgun shell, etc., bought; 
necessitating a cumbersome com- 
pilation of records. 

That the association continue to 
urge manufacturers to cooperate 
with fair trade. 

That the association protest 
against state employees using the 
state’s purchasing power to obtain 
goods at wholesale price. 

That the association’s officers ap- 
point a committee to confer with 
Minnesota state prison officials in 
an endeavor to adjust the whole- 
sale price of rope, which is too 
high in relation to the price of 
prison twine. 

That the association thank manu- 
facturers who have adopted Fair 
Trade regulations. 


That the association thank exhib- 
itors for their help in staging the 
convention. 

That the association thank the 
1938 officers for their work in be- 
half of the group. 

That the association’s officers 
work out a letter of explanation to 
be sent out with new fair trade 
contracts. 

The members also endorsed a 
motion presented by the trade rela- 
tions committee, headed by Mr. 
Rynda, resolving that the officers 
appoint a special relations commit- 
tee to meet with various hardware 
wholesalers in the Minnesota vicin- 
ity. 

Strongest feeling of the session 
was expressed on the resolution call- 
ing for the National Hardware As- 
sociation to actively support the 
Patman Bill against chain stores. A 
final motion was made, that, if the 
National group refused to take ac- 
tion, that the officers of the Minne- 
sota association be empowered to 
appoint a special committee to co- 
operate with retail groups which are 
promoting the bill. 

Each morning’s session was 
opened with Mrs. Winifred von 
Wald Williams, a 25-year veteran 
member, leading the group in com- 
munity singing. Reports of officers 
and an open forum on the indus- 
try’s problems, led by State Senator 
George H. Herreid, hardware mem- 
ber from Deer River, followed by 
a talk on “The Threat of Monop- 
oly,” by Col. Charles H. March, of 
the Federal Trade Commission, 
Washington, composed the opening 
session. Afterward, members ad- 
journed to the exhibit floor for their 
first inspection of 1939 merchan- 
dise. 

The Wednesday, Feb. 22, program 
opened with an open forum led by 
D. E. Billman. During this forum, 
an informal vote was taken of the 
members on the proposed Federal 
Firearms bill and sentiment was 

(Continued on page 130) 
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OPERATION 


s got Everything to SELL... 
and Everything to SELL WITH! 


839 prospects are looking for STYLE — and finding it in Westinghouse. 
hey also want to know what’s INSIDE as well as OUTSIDE — and the 
39 Westinghouse Refrigerator has what it takes to sell them. It makes 
ailable a point-by-point presentation that answers every question. The 
39 Plus-Value Visualizer practically takes the 1939 Westinghouse apart 
exacting buyers. It shows the why and how of Meat-Keeper, Humi- 
awer, exclusive True-Temp Control, Economizer mechanism, and all the 
er 1939 Westinghouse advantages. 


FAST CLOSING IS EASY 


with the new SELLING BOOK! aa 
Gives a complete to-the-point sales story in big pic- NE WwW PL U s- VA l UE VI 5 UALIZER 
e s 


tures and fast-moving copy that makes it easy to ‘In . 
get over the PROOF of better food protection . ide Stor 4 
...Kitchen-proved convenience ...and long, i ; 
low-cost operation! 
If you don’t already carry the Westinghouse 
line, it will pay you to investigate the attrac- 
tive 1939 dealer franchise. Call your nearest 
Westinghouse distributor or write direct to 
Westinghouse Electric & Manufacturing Com- 
pany, Mansfield, Ohio. 


















Fair Trade Laws Discussed 


at Lennessee Convention 















Left to right: J. B. Greer, Landon, new president; Ralph Lietzau, 
Nashville, secretary; Hugh Ross, Jackson, retiring president. 


OW to profit most from Na- 

tional Hardware Week and 

what retail hardware deal- 
ers may gain from Fair Trade par- 
ticipation were the principle themes 
of discussion during the sessions of 
the Tennessee Retail Hardware As- 
sociation at Nashville, Tenn., Feb. 15 
and 16. 

The first session opened with an 
invocation by President Hugh C. 
Ross, of Jackson, who followed im- 
mediately with his address on “Bus- 
iness Marches On.” Mr. Ross told 
of his adjustments to the changing 
trends of the business during the 
past 20 years. Discussing “volume 
builders,” he suggested: “Buy any- 
thing you think you can sell at a 
profit. It is perfectly legitimate for 
a hardware man to sell anything 
anybody else sells.” Illustrative of 
this he related an experience in 
purchasing a_ stock of artificial 
flowers. His own employees were 
skeptical when a large shipment of 
them was received on a snowy day 
in winter. However, show window 
and display cases were livened up 
with samples of the new goods. It 
produced somewhat of a sensation 
among the local trade but the ship- 
ment was quickly sold. 

At this time Ralph Lietzau was 
introduced as the new secretary- 
manager of the Tennessee Associa- 
tion. Mr. Lietzau will divide his 
time between the Tennessee and 
Georgia organizations, going directly 
to retail hardware dealers with a 
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proposed program of better mer- 
chandising and better management. 
He began his work for the associa- 
tion on January Ist. 

A vote of appreciation was ex- 
tended to John F. Vaughn Jr., of 
Winchester, who had volunteered 
his services as secretary of the as- 
sociation during the first year. 

“Consumer Protection under Fair 
Trade Laws,” was the subject as- 
signed to Dr. Tom Sharp, secretary- 
manager of the Fair Trade Bureau 
of the Tennessee Pharmaceutical 
Association and one of the best-in- 
formed men in the United States 
on Fair Trade Law operations. 

Commenting on price-cutting 
evils, Dr. Sharp declared: “The 
Fair Trade Laws curb dishonest 
practice and make it possible for 
honest manufacturers to enter into 
contracts setting the price below 
which items cannot be sold. This 
checks the loss leader tactics. The 
price at which the chiseler may sell 
is not any lower than at which any 
other merchant may sell. Once the 
opportunity of using the item as a 
price football is denied him, the 
chiselling retailer loses all interest 
in those items. It is just like taking 
loaded dice away from the crap- 
shooter. If he has to play honestly, 
he is no longer interested in the 
game.” 

Dr. Sharp closed with a plea that 
Fair Trade practices be given a 
trial in the retail hardware business. 
He predicted that it would have a 








“very wholesome and uplifting ef- 
fect.” 

Rivers Peterson, managing direc- 
tor of the National Retail Hardware 
Association, Indianapolis, Ind., who 
was present throughout the conven- 
tion, completed the first day’s pro- 
gram with a discussion of the wage 
and hour threat to the retail hard- 
ware business. 

On Thursday morning the pro- 
gram opened with an address by 
B. W. Horner, state director of the 
FHA in Tennessee. Mr. Horner de- 
tailed the Federal Housing Authority 
plan of financing purchase of build- 
ing materials and construction of 
new homes. He urged the retail 
hardware men to interest local 
people in sub-division development 
offering services of FHA experts in 
evaluating development possibilities 
and values of sub-division locations. 

Mrs. Arch Trawick, of Nashville, 
spoke on the subject of “Winning 
Women.” Mrs. Trawick accused 
Nashville hardware men of “poor 
and indifferent advertising” for Na- 
tional Hardware Week in 1938 and 
told how that, upon visiting a hard- 
ware store, she found clerks too 
much absorbed in an argument 
about baseball to apply the proper 
interest to her inquiries. 

Mrs. Trawick’s frank discussion 
served as a splendid background 
for the address of Luther R. Stein. 
vice-president of Belknap Hardware 
& Manufacturing Co., Louisville. 
Ky., whose subject was “Making 
National Hardware Week Pay.” 

Mr. Stein said that too much had 
been promised last year for National 
Hardware Week, but urged that 
dealers take full advantage of na- 
tional advertising and publicity to 
“bring the hardware store out of 
obscurity into the public mind.” 

To clean up every retail hardware 
store and to dress up displays, etc., 
and for employers and clerks alike 
to dress their best for one week 
alone would be of inestimable value 
to the business, according to Mr. 
Stein, and he urged the importance 
of each dealer going out after his 

(Continued on page 164) 
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IRUE 
j E M sd E R ...lThe “Buy Word” of Millions 


The most potent factor in sales and profits is to 
effectively promote and display the BRANDS AND 
QUALITIES your customers want to buy. 


Independent and unbiased survey shows that more 
users prefer TRUE TEMPER Garden Tools than all 


other brands combined. 


TRUE TEMPER “Garden Club” Tools are preferred 
because of their quality, in both workmanship and 
material; their design and ultra attractive colorful 


finishes; their utility and value. 


The TRUE TEMPER Garden Tool Holder for the home 
has already proven itself a WANTED ITEM by 


every homeowner and gardener. Use it to promote 


sales, profits and enthusiastic customers. 


To cash in on TRUE TEMPER Buyer Preference 
this Spring, you must act now. For the Sake of 
Your Business, Display and Promote 


TRUE TEMPER 


“GARDEN CLUB TOOLS” AS WELL AS ALL OTHER 


TRUE TEMPER PRODUCTS 


FORKS © RAKES ¢ HOES « SHOVELS © AXES « HATCHETS « HAMMERS © SCYTHES « FISHING RODS AND BAITS © GOLF SHAFTS 
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Legislation and Selling 
Are Wisconsin ‘Topics 


EDGAR KRONER 
New President 


GEORGE J. DICKOF 
Retiring President 


H. A. LEWIS 


Executive 
Secretary-Treasurer 


TTEMPTS to repeal the fair 
trade act and Wisconsin’s 
wage and hour bill which 

affects all retail employees and out- 
side salesmen were subjects aired at 
length before the Wisconsin Retail 
Hardware Association convention 
Feb. 7 to 10 in the Milwaukee 
Auditorium, Milwaukee, Wis. In 
adopting the report of its resolu- 
tions committee on Thursday after- 
noon, the convention declared itself 
as opposing any legislation, such 
as the King bill, which would re- 
peal the Tydings-Miller bill, and 
also placed itself as going on rec- 
ord against legislation as contained 
in Bill No. 44, A, the state labor 
bill. 

The association named as direc- 
tors Edgar Kroner, La _ Crosse; 
Arnold Van Den Wymelenberg, 
Green Bay; M. E. Douglas, Janes- 
ville; Darwin Follett, Coloma; W. 
E. Fitzgerald, South Milwaukee; W. 
H. Niebergall, Wausau, and Joseph 
H. Kitz, Oshkosh. The directors 
elected Mr. Kroner president to 
succeed George J. Dickof, Marsh- 
field. Mr. Van Den Wymelenberg 
was advanced from secretary-trea- 
surer to vice-president succeeding 
Mr. Kroner; Mr. Douglas was 
named secretary-treasurer, and H. 
A. Lewis, Stevens Point, renamed 
executive secretary. 

Harold W. Hirth, merchandising 
manager of the Frankfurth Hard- 
ware Co., Milwaukee, in addressing 
the Tuesday morning session, 
pointed to the necessity for correctly 
measuring public opinion in the 
successful conduct of a retail hard- 
ware store. 

He cited figures from a survey by 
the University of Oregon to show 
that only 14 per cent of a group of 
customers ceased to buy from a 
store because of price, while 86 per 
cent of them offered reasons directly 
under the control of the retailer. 
Among those cited were delay in 
service, poor quality of goods, in- 
difference and haughtiness of sales 
people, errors, bad store arrange- 
ment, substitution of goods, tricky 
methods, over-insistence of sales- 


people, wrong policies of manage- 
ment, misrepresentation of goods. 
reluctance to exchange goods, igno- 
rance of clerks and poor advertising. 

The next speaker, Phil A. Grau, 
Milwaukee business man and radio 
commentator, declared that the in- 
dependents will never solve the 
chain store problem unless they 
carry the objections, if such there 
be, to the people. He urged against 
supporting the Patman measure. 

As the first speaker on the Wed- 
nesday morning program, Malcolm 
E. Douglas, president of the Douglas 
Hardware Co., Janesville, Wis., 
discussed the problems facing the 
hardware dealer, including the Pat- 
man chain store bill and the state 
wage and hour law. 

In connection with the former he 
presented the arguments of the pro- 
ponents of the measure and those 
opposing it. He pointed to the pro- 
visions of the state wage and hour 
law which proposes a 44 hour week 
for the first year of its operation, a 
42 for the second year and 40 
for the third year with one and one- 
half times the regular wage for over- 
time. The wage scale provided in 
the measure is 25 cents per hour 
for the first year, 30 cents for the 
second through the sixth and 40 
cents per hour for the seventh year 
and over. 

Bart Hollander, director of service 
for the Minnesota Retail Hardware 
Association, in discussing “Store 
Face Lifting,” stressed the need for 
cleanliness in conducting a_hard- 
ware store. He urged his listeners 
to look at their stores through the 
eyes of the customer and outlined 
the various services offered by the 
National Retail Hardware Associa- 
tion to assist dealers in store plan- 
ning, window displays and advertis- 
ing. 

Major John L. Griffith, Chicago, 
western conference athletic com- 
missioner, as the concluding speaker 
on the Wednesday morning pro- 
gram, pointed to the analogy 
between athletics and business, and 
commented upon the campaign of 

(Continued on page 154) 


HARDWARE AGE 





CS 


anage- 
goods. 
, igno- 
tising. 
Grau, 
radio 
he in- 
e the 
they 
there 
igainst 
sure. 
Wed- 
alcolm 
ouglas 
Wis., 
ig the 
ie Pat- 
> state 


ner he 
le pro- 

those 
e pro- 
1 hour 
> week 
tion, a 
nd 40 
id one- 
r over- 
led in 
r hour 
or the 
nd 40 
h year 


service 
rdware 
“Store 
ed for 
hard- 
steners 
zh the 
itlined 
by the 
ssocia- 
. plan- 
lvertis- 


1icago, 

com- 
peaker 
$ pro- 
nalogy 
s, and 
ign of 
) 


AGE 


ADVANCE NOTICE 


ve May Ist 1939 


Effective May 1, 1939 the nationally advertised price of 
Gem Singledge Blades will be 25¢ for a package of 5 
blades. Beginning immediately, retailers will be billed 
on all new purchases at the new price of 17'2¢ a package 
or $1.75 for a card of 10 packages of Gem Singledge 
Blades. Note that this advance notice gives you ample 
time to clear your shelves of present stock before the 
new retail price goes into effect. 
Effective May 1, the price of Gem Doubledge Blades will 
be 35¢ per package of 5 blades, retail. Effective immediately 
on all new purchases of Gem Doubledge Blades —retailers 
pay $2.45 per card of 10 packages or 241/.¢ per package. 


Push Gem Blades! Clear your present stocks and you can 
make the biggest profit in Gem history on new pur- 
chases! Until May 1, present fair trade prices on Gem 
Blades will be maintained. You buy your new require- 
ments at the new low price of 17'¢ per package— you 
sell at the present retail price. This gives you weeks of 
extra profit. To help you clear your stocks, we are run- 
ning a consistent national advertising campaign which 
will keep selling Gem Blades to American shavers 
between now and May 1! 


GEM DIVISION, AMERICAN SAFETY RAZOR CORP. 
BROOKLYN + NEW YORK 


UNTIL MAY ist-PRESENT FAIR TRADE PRICES 
ON GEM BLADES WILL BE MAINTAINED! 


MARCH 9, 1939 






























A. C. HANSEN 
New President 


PTIMISM and_ enthusiasm 

marked the 4lst annual con- 

vention and exhibition of the 
Iowa Retail Hardware Association 
held in Des Moines, Iowa, Feb. 7 
to 10, the meeting theme being, 
“Sell Hardware.” Convention ses- 
sions were held at the Hotel Savery, 
the exhibition was at the Coliseum. 
Frank R. Rodgers, Ames, president 
of the association, presided at all 
sessions and welcomed members and 
guests to the convention. 

D. W. Northup, president, The 
Henry G. Thompson & Son Co., 
New Haven, Conn., spoke on, “Mak- 
ing the Fair Trade Laws Work for 
the Retailer,” tracing the develop- 
ment of the idea. Under these laws, 
in the 33 states now having such 
statutes, manufacturers may set 
minimum prices on trade marked 
articles but what dealers charge 
above that figure is the dealer’s 
affair. Use of Fair Trade Law con- 
tracts, by manufacturers is not 
mandatory he pointed out as manu- 
facturers have a legal right to dis- 
tribute through channels they select. 
Mr. Northup called attention to a 
summary of opinions among re- 
tailers, wholesalers and manufac- 
turers, as to Fair Trade Law Con- 
tracts as gathered by and published 
in Harpware Ace (April 21, 1938) 
which showed that 83 per cent of 
the dealers replying to a question- 
naire sent out by this publication 
favored the use of such contracts. 
In conclusion he said, “These laws 
were retailer-created and if you 


want these laws to live they must 
be retailer supported.” 

Speaking on, “The Business of 
Selling,” W. D. Galpin, director of 
education, Specialty Appliance Di- 
vision, General 


Electric Co., Nela 
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lowa’s 41st Convention 


Emphasizes Selling Ideas 


Park, Cleveland, Ohio, said, the 
location of the store, its arrange- 
ment, inventory and advertising are 
important but the business of sell- 
ing is the most important function 
performed in the store. Successful 
selling calls for trained salesmen. 
He advised dealers to offer what the 
customer wants, ask customers to 
buy and show them what the mer- 
chandise will do. 


A. T. Atwill, president, Quaker 





FRANK R. RODGERS 
Retiring President 


Mfg. Co., Chicago, said there are 
30,000,000 homes in this country 
and that 51 per cent of American 
homes are heated by stoves. There 
were 45,000,000 stoves and ranges 
in use in this country, in 1937 (the 
most recent year for which figures 
are available), he said, and the 
wholesale value of stoves manufac- 
tured in the United States, in 1937, 
was $219,000,000 plus $24,000,000 
worth of stove appliances. This total 
was 1.7 per cent of the total volume 
of all manufacturing in this country 
for that year. Dealers selling stoves 
and ranges should sell service, com- 
fort, a means of saving labor and 
economy features and should appeal 
to the prospect’s sense of pride of 
ownership. 

At a meeting for hardware store 
employees, held Tuesday evening, 









Rivers Peterson, Indianapolis, Ind., 
managing director, National Retail 
Hardware Association, spoke on, 
“The Art of Selling.” He urged 
salesmen to welcome customers to 
the store as though they were guests 
in one’s own home and to quickly 
call the prospect’s attention to the 
“peak appeal” of the merchandise 
being shown. A buffet supper was 
served those present. 

E. V. O6chler, vice-president, 
Briggs & Stratton Corp., Milwaukee, 
Wis., spoke on, “Selling Between 
the Hi-Lines.” He said all studies 
on the sale of gasoline appliances 
point to the fact that hardware 
dealers are the best fitted outlets 
to sell such merchandise. He recom- 
mended that dealers survey their 
territory to find out which homes 
are prospects for gasoline appliances 
and which are prospects for elec- 
trical appliances. National farm 
income last year was $7,625,000,000 
with indications it will be larger 
this year. Mr. Oehler advised call- 
ing on farmers at “their place of 
business” to sell major appliances 
and to be sure customers under- 
stand the operation of appliances 
they buy as a means of minimizing 
service calls and costs. 

“Resolved That Selling Is More 

(Continued on page 156) 





P. R. JACOBSON 
Secretary-Treasurer 
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fair trade laws “will again 

place small, independent re- 
tailers at the mercy of predatory 
price cutters,” a resolution was 
passed at the 42nd annual conven- 
tion of the North Dakota Retail 
Hardware Association in Minot, 
N. D., Feb. 7, 8 and 9, opposing the 
passage of any legislation that would 
repeal or nullify the Tydings-Miller 
act. 

The resolution cited the introduc- 
tion in the United States senate of 
bill No. S204, designed to repeal 
the Tydings-Miller amendment to 
“an act to protect trade and com- 
merce against unlawful restraints 
and monopolies,” and pointed out 
that repeal of the act will “tend 
to render valueless and inoperative 
the state fair trade laws,” adopted 
by the legislature of 43 states. 

Secretary Louise J. Thompson, 
Grand Forks, N. D., was instructed 
to send copies of the resolution to 
members of the North Dakota con- 
gressional delegation. 

A fair trade committee of three 
persons, to be named later, was pro- 
vided for by resolution of the con- 
vention delegates. The committee 
will urge manufacturers to file 
minimum retail price contracts with 
all dealers. 

Other resolutions passed: 

Endorsed an amendment of the 


G siete that nullification of 





LOUISE J. THOMPSON 
Secretary 
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North Dakota U; pholds 
kar Trade Legislation 


Federal Firearms act, introduced 
into the house of representatives as 
H. R. 2883, which is intended to 
clarify the term “ammunition” as 
defined by the act, and to “definitely 
remove the purchase and sale of 
loaded shotgun shells from its pro- 
visions.” 

Urged that the North Dakota 
house tax committee recommend for 
passage a use tax act, which would 
compel out-of-state sellers to collect 





H. A. MEDDAUGH 
Retiring President 


the state retail sales tax and remit 
it to the state, “bringing needed 
revenue into our state and also plac- 
ing tax-paying local retailers on a 
more equitable basis with out-of- 
state sellers.” 

The convention went on record as 
favoring the Federal chain store tax 
bill now in committee, which would 
place a graduated tax on chain 
stores based on the number of stores 
in the chain. 

Speakers that appeared before con- 
vention sessions included Retiring 
President, H. A. Meddaugh, Westhope, 
N. D.; Charles R. Isaacs, Indiana- 
polis, Ind., of the merchandising 
division, National Retail Hardware 
Association; W. Neal Gallagher, 
president of the American Washer 
and Ironer Manufacturers’ associa- 
tion, Newton, Iowa; M. J. Maier, 
vice-president of the Malleable Iron 











D. F. BJELDE 
New President 


Range company, Beaver Dam, Wis.; 
Harry L. Fogleman, Chicago, IIl., 
sales counselor, and William E. 
Hammond, Minneapolis, Minn., man- 
ager of the northwestern division, 
United States Chamber of Com- 
merce. 

The need for hardware dealers to 
become better acquainted with their 
customers was emphasized by Mr. 
Meddaugh, who declared, “we have 
lost that personal contact with our 
customers; we do not know those 
intimate things about their homes 
and their mode of living . . . We 
must go back to the fundamental 
principles of our hearty ancestors 
during those pioneer days when the 
manufacturer made what the con- 
suming public demanded, and the 
jobber distributed that merchandise 
to the retailer. 

“On such principles we started to 
grow, and on them we will continue 
to prosper today,” he stated. 

National Hardware week, May 6 
to 13, was described by Mr. Isaacs 
as a “once-a-year” answer to the 
need of letting customers know what 
hardware dealers can offer them. 

Pointing out that the median age 
line in the United States is 26 years, 
Isaacs said the younger half of the 
population “has been born into an 
age when chain stores have been 
prevalent at every hand.” 

“Today hardware items can be 
bought in grocery stores, chain 
stores, department stores, specialty 
shops and even in filling stations 
and garages,” he said. Hardware 
week, he stated, will make the pub- 
lic familiar again with what hard- 
ware dealers can give them. 

The importance of the farm mar- 
ket in selling washing machines was 


(Continued on page 158) 














Pacific Northwest Assn. 


Holds 35th Convention 





EARL H. KIDDER 
Retiring President 


L. LUNDALE, Deer Park, 
Wash., was elected presi- 
* dent of the Pacific North- 
west Hardware and Implement As- 
sociation at that organization’s 35th 
annual convention and second annual 
exhibition at the Davenport Hotel, 
Spokane, Wash., Feb. 6 to 8. Other 
officers elected were Paul Helmer, 
Rosalia, Wash., vice-president; Wen- 
dell M. Hoesly, Spokane, reelected 
treasurer, and Dale Strong, 523 
Realty Bldg., Spokane, reappointed 
secretary. New directors, elected 
for three years, were: John Oud, 
Orofino, Idaho, and G. B. Kemp, 
Bonners Ferry, Idaho. These to- 
gether with William Thiel, Ritzville, 
Wash.; O. L. Lundale, Dee Park. 
. Wash.; Paul Helmer, Rosalia, 
Wash.; and Harry G. Brenn, Mos- 
cow, Idaho, compose the entire 
directorate. 

Retiring president Earl H. Kid- 
der, St. Maries, Idaho, opened the 
convention’s first session, Monday 
afternoon, Feb. 6, with his annual 
address in which he discussed the 
association’s activities and the work 
of the N.R.H.A. in connection with 
national legislation affecting retail- 
ers. He also briefly discussed Na- 
tional Hardware Week. 

Following Mr. Kidder, W. H. 
Murdock, General Paint Corp., Spo- 
kane, gave an interesting talk on 
“Merchandising Paint.” He em- 
phasized the importance of handling 
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a high quality line of paints, brush- 
es, tools, etc., to assure the hardware 
and paint dealer a more lucrative 
and successful business. Mr. Mur- 
dock stated that salesmen should 
be trained to offer suggestions for 
paint purchases to the customer 
rather than tell him outright what 
type of paint to buy. He also re- 
marked that visual selling should be 
employed more fully, windows 
should be attractively decorated and 
small signs be put to prominent use. 

J. H. Jamison, Olympia, Wash., 
manager of Washington Business 
and Investments, next addressed the 
group on “Let’s Organize Business” 
and stated that business must have 
a united front to resist increased ex- 
cessive taxation and to oppose un- 
wise and even “vicious” legislation. 
Mr. Jamison remarked that a fact 
finding organization for Washington, 
such as Oregon has and which has 
proven successful there, would in- 
vestigate unfavorable legislation. He 
stated that 474 bills had been intro- 
duced in the Washington legislature 
in 25 days; 120 of them directly 
affecting business, and many of them 
unwise. 

Secretary Dale Strong and trea- 
surer Wendell M. Hoesly, Spokane, 
made their reports at this session. 

On the following day, the fea- 
tured address was on National 
Hardware Week and was given by 
Hobart M. Thomas, National Retail 
Hardware Association director. Mr. 
Thomas reviewed last year’s promo- 
tion and told of the widespread 
plans now under way for the 1939 
National Hardware Week. 

“Ven G. Wedge, Seattle, past presi- 
dent, Minnesota Retail Hardware 
Assn. and district manager, Federal 
Hardware and Implement Mutuals, 
spoke on “Independent (?) Mer- 
chants,” in which he discussed the 
relation of the association to the 
independent retail hardware dealer. 
He also explained the Federals in- 
surance policies and gave members 
tips on avoiding insurance troubles. 

John F. Boothe, chairman indus- 
trial committee, Spokane Chamber 
of Commerce, told of the “Wealth 
Producers of the Inland Empire,” 











DALE STRONG 
Secretary 


a weekly broadcast under the aus- 
pices of the Junior Chamber over 
KFPY, giving information about 
leading Spokane and Inland Empire 
industries. “Unplowed Fields of 
Credit,” was the title of an address 
by Walter A. Jensen, Spokane, assis- 
tant manager, Spokane’s Credit Rat- 
ing Bureau. He pointed out that 
credit is a phase of modern busi- 
ness which is increasing in impor- 
tance and ever widening its scope. 
Merchants should educate them- 
selves to all the possibilities of credit 
extension, and thus discover a new 
volume of business and profit which 
would be limited only by their sales- 
manship. 

Captain C. Milo Godfrey, 
Spokane, followed with an enter- 
taining and informative talk on 
“Fishing Facts and Fallacies.” His 
address was especially interesting 
because it was based upon his 
varied experience as a sportsman. 
Following this address, the audit- 
ing, membership, resolutions, and 
nominations committees were ap- 
pointed. 

The first part of the afternoon 
session was an executive session to 
which only members and _ invited 
retailers were admitted. It was in 
charge of the trade relations com- 
mittee, Mr. Lundale, and John 
Oud, general chairman, presiding. 
Various types of jobber competi- 


(Continued on page 160) 
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©, MODERNIZE WITH MarcueD 
4 Jeuslen- Chrome Cabinet Hardware 


MASTER OESCnes 
Red and Bleck Reguier 
Ounes Caters to Onder 






Rot nd Bead Raquser 
Came Caters vs Onde 





TURES oF THE LUSTER-Chrome DEMONSTRATOR 


DEMONSTRATES ACTUAL APPLICATION of 
hardware on operating doors. 


* SELLS COLOR by showing DeLuxe pulls in Ebony 
Black, Red, Green, Delphinium Blue, Yellow and Ivory. 


SELLS “Matched” ENSEMBLES — because Hinges, 
Pulls, Knobs, and Catches match perfectly in design. 


* SHOWS THREE DISTINCTIVE DESIGN GROUP- 
INGS at graduated price levels for every purse and 
purpose. 


INSTALLATION HANDBOOK suggests proper 
selection of hardware for every installation. 


whe EASILY CARRIED for selling “on the job” when 
desired. 





A sign for the top of the Luster-Chrome 


° / Demonstrator especially designed to tie in 
. with National Hardware Week is available 


on request. 







No. E08215 
Retail 44c 
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LUSTER-CHROME 
a DELUXE 


CABINET HARDWARE 


Pleasingly modern in design with 
highly polished chromium-plated 
brass parts. Molded plastic bases 
and embossed modern lines in six 
beautiful color combinations— 
Ebony Black, Red, Green, Delphin- 
ium Blue, Yellow, or Ivory. 
























No. E0563 
Retail 21c each 














No. E08760 
Retail 65c 
each 


each 






No. E08260. Retail 44c each 
















You get FREE % dozen each of the above fast-selling 
items in Black Trim with New Luster-Chrome Demon- 
strator shown at left. 


WHAT YOU GET 


Luster-Chrome DEMONSTRATOR 

Hardware applied has retail value of................. $10.00 
FREE Hardware Assortment 

(% dozen each of Nos. E0563, E08215, E08260 and 





ee Oe re eer errr rr 10.40 
TOTAL BEAT. VALUE, .cccccccccccss $20.40 
WES DI GE ie bcicccdeccdnicccasiscs $10.00 


The sale of this free hardware returns to you $10.40 
—actually more than your total investment, so this 
beautiful Luster-Chrome Demonstrator is really yours 
without cost. 


WHY WE MAKE THIS SENSATIONAL OFFER 


Actual store tests have proved that this Demonstrator 
will increase cabinet hardware sales up to 100%, and 
of course extra sales for you mean extra sales for us. 


HERE’S ALL YOU DO! 


Simply order ‘“Luster-Chrome Demonstrator No. 300” 
from your favorite jobber. But act now because supply 
is limited and offer is subject to withdrawal without 
notice. Be sure to get yours! 


ORDER LUSTER-Chrome DEMONSTRATOR No. 300 TODAY! 














“Selling More Hardware, ”’ 









Is the Virginia Keynote 


DDRESSES by Senators Harry 
AY. Byrd and Carter Glass 
attacking the spending pro- 
clivities of the Administration fea- 
tured the 20th annual convention of 
the Virginia Hardware Association 
which was held at the Virginian 
Hotel, Lynchburg, Va., Feb. 21 and 
22. One of the principal resolutions 
criticised the stringent regulations 
attending the sale of shotgun shells 
and asked that they be amended. 
C. C. Boyce of Portsmouth was 
elected president for the ensuing 
year succeeding W. K. Smith of 
Clifton Forge. J. M. Reynolds of 
Norfolk was elected vice-president. 
The executive board consists of 
George T. Omohundro, Jr., Scotts- 
ville; A. L. Lorraine, Richmond; J. 
E. Mathews, Galax; W. T. Tillar, 
Jr., Emporia; R. L. Beamer, Pulaski, 
and D. P. Wood, Warrenton. The sec- 
retary and treasurer will be ap- 
pointed at a later date. 

The opening session was held on the 
morning of Feb. 21 and was opened 
with an invocation by the Rev. R. 
Orment Bryan. Hon. L. E. Lichford, 
mayor of Lynchburg, welcomed the 
delegates and an additional welcome 
was extended from the Chamber of 
Commerce by Carter Glass, Jr. 

Following his response to the wel- 
comes, President W. K. Smith de- 
livered an address during the course 
of which he reviewed the progress 





the association had made during the 
past year. President Smith com- 
mented upon the value of group 
meetings, the association bulletins 
and the work accomplished and 
thanked the members and officers 
for cooperating with him. 
Following this address the treasu- 
rer’s report was read by Harris 
Mitchell, managing director and 
treasurer of the association. 


Cater to the Ladies 


“Mobilize to Merchandise” was 
the subject of an address by George 
T. Omohundro, Jr. The speaker 
stressed the need for proper dis- 
plays, neatness in the store, catering 
to the feminine trade and advertis- 
ing. Always let the community 
know what you sell, he said, and do 
everything in season. Cater to the 
ladies, the largest buying class of 
the present day. He also empha- 
sized the necessity of carrying the 
lines that were in demand and said 
that if stores were made attractive 
to attract the feminine trade that 
there would be an inevitable in- 
crease in sales. 

Luther R. Stein, vice-president 
and sales manager of the Belknap 
Hardware & Manufacturing Co., 
Louisville, Ky., spoke on “1939 Na- 
tional Hardware Week.” Mr. Stein 
exhibited the kit to be used for that 


Left to right, back row, Executive Committee: A. L. Lorraine, Rich- 
mond; R. L. Beamer, Pulaski; J. E. Mathews, Galax; W. T. Tillar, Jr., 


Emporia; G. T. Omohundro, Jr., Scottsville. 
Portsmouth, new president, and J. M. Reynolds, Norfolk, vice-president. 
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Front row: C. C. Boyce, 








period and described its proper use. 
He outlined what had been accom- 
plished during the week in 1938 and 
stressed the improvement in kit, 
ideas and cooperation on the part 
of manufacturers and jobbers in 
offering specials for the period. Mr. 
Stein concluded by commenting on 
conditions for the future and ex- 
pressed decided optimism for busi- 


. ness for 1939. 


The afternoon session was opened 
with an address on “Help Us Sell 
Hardware” by W. T. Tillar, Jr. of 
Emporia, in which he emphasized 
the importance of the manufacturer 
and jobber in protecting the dealer. 
Mr. Tillar stated that if goods are 
sold direct to the consumer a credit 
should be rendered the dealer in 
the town in which they were sold, 
saying that such a policy would soon 
win dealer confidence. 

“Fair Trade in Theory and Prac- 
tice” was the subject of an address 
by John J. Wicker, Jr. Mr. Wicker 
brought out many angles of fair 
trade legislation, cited the good and 
bad points, showed how a dealer 
could be benefited and outlined 
what should be done in order to de- 
rive benefit. 

Glendon Hackney, editor of The 
Hardware Retailer spoke on “Your 
Association at Work” describing 
what the N.R.H.A. had accomplished 
and what it was doing to assist the 
dealer. 

The annual banquet of the associ- 
ation was held that evening. It was 
tendered by the hardware whole- 
salers of Lynchburg. Trap Martin 
was toastmaster and introduced U. 
S. Senator Carter Glass who de- 
livered a brief address during the 
course of which he commented 
caustically upon ever increasing 
Federal expenditures. “We intend 
to persist and to persist to the end 
to put this Government on a business 
basis”, said Senator Glass. He was 
followed by the junior Senator from 
Viriginia, the Hon. Harry Flood 
Byrd. Senator Byrd also attacked 
the Federal spending orgy. 

The first address on the program 
(Continued on page 150) 
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F. R. BAMMAN 
Reelected President 


WO topics not on the program 

—irregular selling by jobbers 

and a request for increased 
listings under the Fair Trade Act— 
brought about an interesting discus- 
sion at the 38th annual convention 
of the California Retail Hardware 
Association at San Francisco, Feb. 
21-23. The demand by several dele- 
gates that certain several organiza- 
tions take step¢ to list their products 
under the Fair Trade Act led to a 
unanimous resolution urging the list- 
ings and instructing Secretary Le 
Roy Smith to communicate the as- 
sociation’s stand to the firms involved. 


Fair Trade Laws 


Concerted attempts to repeal the 
Tydings-Miller Act, were brought te 
the attention of the convention by 
Walter Gnerich, secretary of the 
Northern California Retail Drug As- 
sociation. Ascribing renewed vitality 
of independent drug stores to the 
California Fair Trade Act, Mr. 
Gnerich declared that surveys 
showed that consumers had received 
price benefits of from 4 to 6 per 
cent on general purchases since the 
Act. He said abnormal price in- 
creases were not brought about be- 
cause manufacturers had to set 
prices to meet the competition of 
non-trade-marked goods not under 
the Act. Prices registered under 
the Act were generally from 15 to 
21 per cent below the average sell- 
ing price, he stated. 
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Californians Discuss 





Legislative Problems 


Mr. Gnerich stated that bills 
would be introduced in Congress by 
Senator King of Utah and Repre- 
sentative Celler of New York to re- 
peal the Tydings-Miller Act. He 
urged hardware men to write to 
their senators and _ representatives 
opposing this repeal. The conven- 
tion passed a resolution against the 
repeal after Hobart M. Thomas, 
director of the National Retail 
Hardware Association, had warned 
the delegates that they must fight 
to retain the fair trade acts. 

The second speaker from a paral- 
lel trade, Secretary William D. 
Hadeler of the California Retail 
Grocers & Merchants Association, 
told the hardware men that they 
had another bugaboo facing them— 
the possibility that the state legis- 
lature might pass a California wage 
and hour law affecting retailers. He 
declared it absolutely impossible for 
retail business to meet the hour 
provisions of such an act, and asked 
that pressure be brought to bear to 
exempt retailers. 

Other pending state legislation 
against the interests of hardware 
men listed by Mr. Hadeler included 
the “production for use” program 
of Governor Culbert Olson; a one 
per cent gross receipts and gross 
transactions tax which would apply 
to all business and which could not 
be passed on; further taxes on busi- 
ness for revenue, and a proposed 
change in the mechanics of the un- 
employment reserves fund which 
would eliminate the employee’s con- 
tribution. He hit at “chiselers’” 
attempts to repeal the Fair Trade 
and Unfair Practices Acts, and 
urged an amendment to the sales 
tax law to force the retailer to col- 
lect the tax from the consumer. 

Two inspirational talks were de- 
livered by Ralph W. Carney, vice- 
president and general sales manager 
of the Coleman Lamp & Stove Co. 
Practical suggestions and methods 
for the definite teaching and train- 
ing of clerks to become better 
salesmen were advanced in the first 





LeROY SMITH 
Manager-treasurer 


talk, and an actual demonstration 
of driving home sales points was 
included in the second. 

Taking the topic, “What’s Wrong 
and Why?”, George W. Green of 
Long Beach, director of the National 
Retail Hardware Association, said 
the answer lay in the lack of in- 
telligent merchandising. Better mer- 
chandising, he declared, would lead 
to the “road back” for that part 
of the trade now headed for the 
business graveyard. 


Problems of 1939 


In his speech before the conven- 
tion, George H. Eberhard, president 
of the George H. Eberhard Co., 
painted a picture of world-wide un- 
certainty in business and _ politics. 
Discussing “Problems of 1939,” he 
cited the need of some “major ad- 
justment of business in cooperation 
with government and labor to main- 
tain constructive improvement and 
competition.” 

“The 1939 business volume will 
be probably about 20 per cent 
greater than in 1938,” Mr. Eberhard 
predicted. “There may be a tem- 
porary setback, but there should be 
a rise during most of 1939. 

“Owing to the difficulties of mak- 


(Continued on page 148) 








E. R. YATES 
New President 


Implement Association was 
held at Amarillo, Texas, on February 
6-7, with nearly 500 members and 
visitors registered. 

A pre-convention breakfast was 
tendered by the Texas Hardware 
Mutual Fire Insurance Company, 
Dallas, Texas. 

The convention was called to 
order by President J. A. Blackwell, 
Friona, Texas. For the 25th con- 
secutive time Rev. R. Thomsen, 
pastor of the Central Presbyterian 
Church, Amarillo, pronounced the 
invocation. 

Launching the theme of the ses 
sion—“Selling,” President Black- 
well urged members to sell them- 
selves with their business, and in 
selling their own businesses to sell 
all business to the public. 

The featured speaker of the 
morning was Dr. George C. Hester. 
Department of Government, South- 
western University, Georgetown, 
Texas, and consultant with the 
Federal Power Commission as an 
economic analyst. Dr. Hester dis- 
cussed “Immediate Problems Before 
Us”—(legislation and _ taxation), 
dealing directly with the Texas 
house. 

He condemned both the proposed 
transaction tax and the sales tax as 
unequal burden measures, and he 
personally indorsed the graduated 
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J. A. BLACKWELL 
Retiring President 


HE 30th annual session of the 
Panhandle Hardware and 


Panhandle Convention 





Cc. L. THOMPSON 
Secretary-Treasurer 


income tax as the most fair of all. 

Importance of National Hardware 
Week was stressed by Travis Lively, 
Pampa, Texas dealer, and by Paul 
Wilmot, Roswell, New Mexico. Mr. 
Wilmott spoke at the afternoon 
session. 

Dr. A. M. Meyer, Department of 
Education, West Texas State Col- 
lege, Canyon, Texas, discussed 
“Measuring Public Opinion” as a 
business man should see it. He said. 
“Good will is an intangible asset. 
With it business lives, without it, 
there is certain death.” He also 
stated that a survéy revealed the 
fact that a buying slump is directly 
related to indifference of salesmen. 

A. D. VanDervoort, director Na- 
tional Retail Hardware Association. 
and retail dealer of Lansing, Mich., 
told the convention that “Showman- 
ship is facts blown up” and further 
stated it is the common denominator 
of business success. His subject was 
“Showmanship in Business.” “The 
salesman is the firm’s best asset,” 


said Mr. VanDervoort, “and new | 


merchandise is the salesman’s best 
asset.” He stressed the importance 
of live advertising and high light- 
ing and spots for bringing life to 
store interiors. 

For the first time in its history, 
the convention held an evening ses- 
sion on the opening night. Mr. Van- 
Dervoort addressed this session to 
urge hardware employees to affiliate 













Concentrates on Sales 


with the Panhandle Associate, and 
thus gain the benefits of united 
study and research in the hardware 
world. 

Forrest N. Hall, merchandising 
manager Chambers Corporation, 
Dallas, Texas, handled the subject, 
“Streamline Selling in 1939.” Mr. 
Hall presented the six steps in 
securing a sale: Favorable attention, 
interest, appreciation, desire, de- 
cision and closing the transaction. 
Good talking points that increase 
sales in the order of their impor- 
tance according to Mr. Hall are 
style, use, prestige, quality and 
trade mark. 

The second day of the convention 
opened with C. C. Chapman, sales 
manager, Stowe Hardware & Supply 
Company, Kansas City, Mo., dis- 
cussing “The Farmer Goes Shop- 
ping.” Mr. Chapman lamented the 
fact that so many dealers are try- 
ing to run city hardware stores in 
the country. He heartily recom- 
mended display of farm hardware. 

C. L. Akers, assistant manager, 
J. I. Case Company, Amarillo, gave 
pointers in developing profitable 
sales saying, “necessities for sales 
are a prospect, merchandise, fair 
price, satisfactory way for payment.” 

E. H. Bertschi, district collection 


manager, International Harvester 
Company, Chicago, IIl., stressed 
“Modernizing Methods” and _ he 


urged dealers to keep step with 
other business in methods. 

Two inspirational, yet practical 
addresses were given on the closing 
afternoon session along with a trade 
talk on “Merchandising of Quality 
Electric Appliances at a Profit” by 
A. D. Peabody, southwestern district 
merchandising manager, Westing- 
house Electric and Manufacturing 
Company, Dallas, Texas. Mr. Pea- 
body gave the essentials necessary 
before selling as market, line, dis- 
play, advertising and salesmen. He 

(Continued on page 162) 
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MW Associate C Ongress Sounds 
Optimistic Note in Portland, Oregon 









Some 


HE 10th annual Associate Con- 

gress of Marshall-Wells Com- 

pany associate dealers and 
salesmen was held in the Marshall- 
Wells Company, Pertland, Ore., 
office and warehouse, Feb. 6 to 8 
was characterized by a prevailing 
note of optimism throughout all of 
the sessions. James Feir, vice- 
president and general manager, wel- 
comed the 350 to 400 dealers and 
their friends on Feb. 6 and sounded 
the opening note of address which 
had an optimistic note regarding the 
future of the independent hardware 
dealer. Mr. Feir pointed out the 
reasons for an expected business up- 
turn in 1939. He referred to the 
sharp gains made during the last 
three months of 1938 and the con- 
tinued favorable business at the 
present time. Building and shipping, 
along with trade alliances with the 
British Empire, have served to 
strengthen and bolster our business 
possibilities. 

Mr. Feir also pointed out that the 
independent dealer is in a position 
to realize on these added oppor- 
tunities in 1939. No other form of 
American business is so close to the 
buying public as is the independent 
retail dealer. The dealer who oper- 
ates along a certain definite line and 
has his promotional, merchandising 
and advertising program planned 
for him will be the dealer who first 
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realizes the benefits from his added 
opportunities this year. 

W. E. Hartwell, sales manager, 
spoke on the subject, “Follow your 
Program in 1939.” In substance, 
his message was for the dealer to 
aline himself with his source of 
supply and follow religiously the 
program it has to offer. He cited 
instances of success by members of 
our own Associate Plan, and ad- 
vised dealers the country over to 
fully realize and appreciate the 
benefits possible under any inde- 
pendent dealer group. 

Other speakers on the program 
included W. M. Clark, sales man- 
ager of the Western Paint & Varnish 
Company, Duluth, Minn.; H. L. 
George, H. M. Ward, R. H. Holla- 
baugh and H. A. Dowe, buyers; 
Miss Ann Hunt, home economist, 
entertained the lady guests with a 
cooking demonstration. E. B. Cooper, 
credit manager, and O. A. Lamb of 
the sales department were afternoon 
speakers. 


Aids to Profits 


The most entertaining features of 
the Congress were the after-dinner 
talks by several of the Associate 
dealers. On the first day, Al Hills, 
St. Helens, Ore., spoke on “Store 
modernization and how it helped 
his business.” H. T. Prichard, 





of those who attended the Portland congress 


Hoquiam, Wash., whose subject was 
“Paint and its importance in a hard- 
ware store,” was an after-dinner 
speaker on the second day. Follow- 
ing him Nye Bristol, Hillsboro, Ore., 
cited some of the reasons why 
plumbing should be a part of every 
hardware stock. Hilding Anderson 
of Elma, Wash., told how he found 
a large margin in lamps. Harry 
Warner, of Albany, Ore., in selling 
better lawn mowers, discussed them 
as a major selling promotion. James 
P. Straker, Seattle, Wash., related 
his experience with paint as a major 
item. Walter Schuler, Astoria, Ore., 
and Tom Carey, Eugene, Ore., gave 
talks on Dutch Oven Ranges. 

An added department in the Mar- 
shall-Wells Associated Store setup 
is the “kitcheneering” department. 
In this department, conducted by 
Miss Ann Hunt, will make available 
to Associate Dealers a woman’s 
point of view in the selection of 
household items. According to Ed 
Strowbridge of the Strowbridge 
Hardware Company, Portland, Ore., 
the housewares department in his 
hardware store has become one of 
the most important. 

On the evening of Feb. 7 an in- 
teresting talk was delivered by 
George Rothfus on “Store Engineer- 
ing and Merchandising.” New dis- 
play material was exhibited, and 


(Continued on page 126) 


HARDWARE AGE 

















ry 
on 


ies 


or 


le 











| Sthalés 1G 4h 


MARCH 9, 





1939 





In the stirring year ahead you will see Schalk’s Big 
Four advance under a powerful barrage laid down 
by a Big Four in the magazine world! In the front 
line of action you will find The Saturday Evening 
Post, Better Homes & Gardens, American Home, 
Parents’ Magazine... all big-league books firing 
away at Mr. and Mrs. Public... hitting people where 
they live...and booming their way to sales-success 
to the tune of 50 million messages! That's why it is 
only good soldier-sense to hitch your store to this 
sure-fire story. Order from your jobber! Schalk 
Chemical Company, Los Angeles and Chicago. 
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JOHN G. BURMAN, 
founder of the Burman Hard- 
ware Company, Amery, Wis., 
is 76 years of age and was 
born November 4, 1862. He 
entered the hardware business 
in the spring of 1888. In 1908 
he admitted his son-in-law. 
A. O. Dalberg, into partner- 
ship and the firm continued 
under their direction until 
1933. Since that time he has 
been affiliated with his sons, 
John, Jr., and William H. 
Burman. The firm became 
connected with the Hall Hard- 
ware Company organization 
in 1917 and are still members. 
Mr. Burman’s principal hobby 
is fishing and the 300 lakes of Polk County, Wisconsin, 
furnish him with the proper material with which to exer- 
cise his hobby. He has been extremely active in affairs 
in his town. He helped organize the Farmers’ and Mer- 
chants’ State Bank of Amery, Wis., and headed it from 
1908 until 1916. He also formed the Union State Bank 
of Amery and has been its head since 1916. He was post- 





JOHN G. BURMAN 


‘following year on Dec. 8, 


Hardware Age 
Fifty Year 
Club 


master of Amery from 1896 until 1913. During the period 
from 1888. until the present he has owned and operated 
a general merchandise store, a furniture and undertaking 
business, a lumber yard, a farm machinery business and 
a garage. 


H. G. AMANN, senior 
member of the firm of H. G. 
Amann & Son, Hiawatha, 
Kans., is 70 years of age and 
was born on June 10, 1868. He 
graduated from the Hiawatha 
High School in 1887 and the 


1888, purchased the stock of 
O. W. Brown. Business was 
good and three years later, in 
1891, he married. He has two 
children, Horace, Jr., who is 
manager of the firm, and a 
married daughter. As Mr. 
Amann states, “Our business 
is still a going concern under 
the management of Horace, 
Jr. We have been through all 
the grief of drought, grasshoppers and panics but we are 
still at the old stand at 622 Oregon St., Hiawatha, Kans., 
selling quality merchandise and we hope to be in the 
hardware business for many years to come.” He has 
been a member of the council of his home town for 
several years but aside from that has held no other public 
office. And, as should be natural with a native of Kansas, 
his hobby is farming. 





H. G. AMANN 
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and brings profitable new business to you 


when you sell the right CONTROLLER 





Patented 





For 
High-Line or Battery 
Complete range of models 
and prices 












Farmers ¥ 
Want and GBo@ 
Need these a 

Quality fi a Sy. 

Features ss) 
They help You Ey | 
Sell PRIME. : 


They mean safe, 
effective opera- 





— the 


Electric fencing is here — it works 
— it sells! It’s changing the fenc- 
ing methods of tens of thousands 
of farmers everywhere. 


Because electric fencing is a big thing 
— and is growing S leaps and 
bounds — it represents a real profit 
opportunity for you. 


Farmers by tens of thousands have al- 
ready swung to this new way of fenc- 
ing with PRIME—saving up to 80% 
on fencing costs, time, and work — 
saving money on feed by pasturing 
anywhere, any time. For with PRIME 
they need only one wire on light 
stakes, 3 rods apart, to hold cattle, 
horses — one wire holds hogs. 


And PRIME dealers are reporting 
increased farm business that brings 









Electric Fence 
CONTROLLER 


extra profits. Electric fencing can 
bring you extra profits when you sell 
the PRIME CONTROLLER, which 
gives the farmer al/ these savings 
— with safety and assurance. 


PRIME, the original Electric Fence, 
does a real job of electric fencing 
— through quality engineering fea- 
tures developed in 8 years of success- 
ful use on tens of thousands of farms. 
PRIME helps you sell — with adver- 
tising material and a powerful farm 
paper campaign. 

PRIME is the established, reliable 
company with a dealer policy that 
protects you. 

Don’t mis$ out on the PRIME Elec- 
tric Fence profits you should be get- 
ting this season. 


Write direct for profitable proposition and prices 





tion, 


BATTERY CONTROLLER 


© Moto Chopper — the heart of the 
Controller. © Twin Shocks — makes 
battery shock twice as effective. ¢ 
Short Meter—shows fence OK, partial 
or dead short. © Signal Light—shows 
Controller operating — signals dead 
short on fence. © Dry Switch—effec- 
tive shock for dry, very dry soil. ¢ 
Super Charger — increases shock as 
needed. © Fenceformer—specially en- 
gineered transformer. ® Battery Gauge. 
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Sales-Producing 
Advertising 


Materials for you 


Tested sales builders— 
display rack, colorful 
eye-catching signs, com- 
pelling movie trailers, 
newspaper ads for your 
local paper, direct mail 
material, catalogs. 


e 
Farmer Installs 
It Himself 








Easy to Stock — 





















st Here’s How It 
Works 


PRIME CONTROLLER 
takes current from light 
socket or 6-volt battery, 
putting it on the fence 
wire in intermittent 
flashes. Stock touching 
wire receive sting. One 
contact is enough—they 
stay on the right side of 
the fence. 
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SUITS AGAINST STEEL LIKELY IF 
U. S. WINS OVER TIRE COMPANIES 


By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


The Department of Justice has 
indicated that if it is successful 
in its triple damage suit institut- 
ed on Feb. 20, 1939, against 18 
automobile tire manufacturers it 
will prosecute similar proceed- 
ings against the steel, machinery 
and numerous other industries 
which quote identical bids, the 
reason for the action taken 
against the tire manufacturers, 
unless they stop the practice. 

Such a widespread prosecution 
not only would set a precedent 
by way of action against indus- 
tries of the country, but if suc- 
cessful would mean enormous 
penalties against them and an 
upsetting of the economic sys- 
tems under which they operate. 

For such industries as steel, 
machinery, cement, etc., this 
would mean abolition of the tradi- 
tional delivered price basis of 
quoting prices and compel an 
f.o.b. mill method of quoting. 
Even in the Department of Jus- 
tice in the past opposition has 
been expressed to abrupt destruc- 
tion of the basing point system 
and there still is doubt that the 
department will proceed to such 
a far-reaching attempt. Never- 
theless, the suit against the tire 
makers, who quote on a delivered 
price basis, is aimed directly 
against identical bids, no matter 
how they are arrived at. 

Changing from the position 
taken by former Attorney General 
Homer S. Cummings that identi- 
cal bids are not necessarily prima 
facie evidence of a combination 
in restraint of trade, the Depart- 
ment of Justice under the new 
leadership of Attorney General 
Frank Murphy has adopted the 
philosophy of Solicitor General 
Robert H. Jackson that like bids 
are evidence of guilt. 

“There is no such a thing as 
identical costs of manufacture 
and consequently there should be 
no identical bids,” it was stated 
at the department. 

The triple damage suit against 
the tire companies is the first of 
the kind ever instituted. The 
complaint, a civil action, was in- 
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stituted under Section 7 of the 
Sherman Anti-Trust Act in the 
United States District Court for 
the Southern District of New 
York. The department in its 
statement announcing institution 
of the suit stated that a criminal 
action would not compensate the 
Government since the maximum 
fine recoverable in a_ criminal 
proceeding is $5,000. It was add- 
ed that there is no occasion to 
consider the propriety of seeking 
injunctive relief “as the particu- 
lar defendants no longer submit 
identical bids.” Damages sought 
against the tire manufacturers 
total $1,053,474.63. 

Sounding a warning that the 
department will proceed against 
other industries if they continue 
to quote identical prices, the 
statement declared: 

“If the department’s position in 
this case is sustained by the 
court the decision should serve 
as an effective deterrént to further 
non-competitive bidding on gov- 
ernment contracts.” 

What inspired the campaign 
just at this time against identical 
bidding is not known. It came 
as a surprise. For one thing the 
subject is scheduled for airing at 
the hearings before the Tem- 
porary National Economic Com- 
mittee. For another thing, there 
is supposedly a desire in the 
Administration for “business ap- 
peasement” though President 
Roosevelt himself has not given 
evidence of inaugurating the plan. 
Instead he has inquired as to 
what appeasement is necessary. 

Should the department proceed 
against other industries which 
quote identical prices it would 
lay a vast task for itself as de- 
noted by its own statement. 

“This practice on the part of 
supposedly competing sellers has 
been extensive and reveals that 
competitive bidding on many con- 
tracts is simply unknown,” said 
the department. 

“In the opinion of the depart- 
ment such identical bidding, 
whether or not supported by other 
evidence, creates a presumption 
of a combination to fix prices. 
Bids identical to the last penny 
are not normally the result of 
identical cost of manufacture, 


identical marketing cost, and 
identical profit percentages inde- 
pendently arrived at.” 


G. E. SUPPLY ELECTS 
SECRETARY-TREASURER 
Marshall Hawkes, a district 

auditor for the General Electric 
Supply Corporation for the past 
eight years, was elected secre- 
tary and treasurer of that com- 
pany at a special meeting of the 
board of directors held in New 
York recently. 

Mr. Hawkes joined the Gen- 
eral Electric Company in 1924 as 
a member of the accounting de- 
partment at Schenectady, and 
three years later was trans- 
ferred to the supply de- 
partment, Bridgeport. In 1929 he 
was appointed assistant to the 
president of the Lake States 
G. E. Supply Corp., an affiliate, 
with headquarters at Columbus. 
Ohio. In 1930 he became dis- 
trict auditor for the Oklahoma 
City district of the G. E. Supply 
Corp., and in 1932 began serv- 
ing in the same capacity for the 
north central district at St. Paul, 
Minn., where he was at the time 
of his recent election. 








MANAGES SPEED QUEEN 
SALES PROMOTION 


Monroe A. Toussaint, for 11 
years in charge of advertising for 
the Barlow & Seelig Mfg. Co., 
Ripon, Wisconsin, manufacturer 
of Speed Queen washers, ironers, 
and refrigerators, has been ap- 
pointed manager of the com- 
pany’s sales promotion depart- 
ment in addition to his duties as 
advertising manager. 








MONROE A. TOUSSAINT 








TENNEY, VICE-PRES. FOR 
UTICA DROP FORGE 

At the recent annual meeting 

of Utica Drop Forge and Tool 

Corporation, Utica, N. Y., Frank 

P. Tenney was elected a vice- 





FRANK P. TENNEY 


president of that organization. 
Mr. Tenney has for many years 
represented the company’s inter- 
ests in the hardware and mill 
supply fields. 

Other officers of the Utica Drop 
Forge and Tool Corporation are 
as formerly: Edward Norris, pres- 
ident and treasurer; J. 
O’Toole, vice-president and gen- 
eral manager, and D. L. Tyler, 
secretary and assistant treasurer. 

Reports presented at the an- 
nual meeting showed a material 
improvement in the company’s 
business. Their factory is run- 
ning at capacity and a substantial 
increase in their distribution is 
indicated for 1939. 


MOORE PUSH PIN CO. 
APPOINTS AGENTS 


The Moore Push Pin Co., 113 
Berkley St., Philadelphia, has 
recently announced that it will 
be represented in the southern 
territory by C. A. Burton. H. P. 
Reinke, 1321% Estes Ave., Chi- 
cago, will be middle western 
representative. A. W. Steinmetz 
& Son, 121 S. Ogden St., Denver, 
will be representative in the 
Rocky Mountain states while 












the Gillan Sales Co., 1355 Mar 
ket St., San Francisco, will be 
Pacific Coast representative north 
of the Tehachapies. 
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W. M. DUTTON & SONS CO. BECOMES DUTTON- 
LAINSON CoO.; H. A. LAINSON PRESIDENT 


At the annual meeting of the 
stockholders of W. M. Dutton & 


Sons Company, wholesalers of 





H. A. LAINSON, SR. 


Hastings, Neb., the name of the 
firm was changed to Dutton-Lain- 
son Company. Harry A. Lainson 
has been the general manager of 
the firm for the past 19 years. 
In 1930 the Dutton interests were 
withdrawn with the retirement of 
W. M. Dutton, founder of the 
business. Since 1930 Mr. Lain- 
son has been the president, gen- 
eral manager and largest stock- 
holder. 85 per cent of the stock 
held within Nebraska.  Al- 
together, Mr. Lainson has been in 
the wholesale business for over 
30 years. The present name 


is 





change does not in any way alter 
the personnel or officers of the 
company. 

The Dutton-Lainson Company 


present corporation, operating in 
Nebraska, South Dakota, 
rado, Wyoming, and Kansas. The 
company wholesales and distrib- 
utes hardware, auto supplies and 
parts, electrical supplies, radios 
and supplies, plumbing supplies, 
paint and glass, sporting goods, 
harness goods, tires and oil. Of- 
and warehouse occupy a 
equipped building of six 
which considered 
be one of the finest structures of 
its kind in the territory. 

Officers of the company are: 
H. A. Lainson, president and gen- 
eral manager; Floyd B. Reed, 
vice-president; E. L. Empkie, 
treasurer; H. A. Lainson, Jr., sec- 
retary. 


fices 
well 
to 


stories, is 


T. M. EVANS HEADS 
H. K. PORTER CO. 


T. M. Evans has been made 
president of the H. K. Porter 
Co., Everett, Mass. He was for- 
merly associated with the Gulf 
Oil Corp. 

Directors of the H. K. Porter 
Co. include H. C. Bughman, Jr., 
president, Union Spring & Mfg. 
Co.; Q. Z. Snyder, vice-president, 
Blaw-Knox Co.; Christian Z. 
Schove, attorney; H. R. Don- 
naly, president, Iron & Glass Dol- 
lar Saving Bank and Mr. Evans. 

The 73-year-old industrial loco- 
motive plant has been taken over 
by its bondholder under a reor- 
ganization plan which provides 
that the company emerge from 
the reorganization debt-free and 
with a net working capital of 
more than $250,000. The plan 
has been confirmed by the Fed- 
eral Court. 


FORMS MANUFACTURERS 
SALES AGENCY 
John A. Mansergh with his 
son, Jack, has organized a manu- 
facturers sales agency, the John 





H. A. LAINSON, JR. 


MARCH 9, 


1939 


A. Mansergh Co. with headquar- 


was founded in 1886, and _ has | 
grown from a_ small harness | 
manufacturing concern to the 


Colo- | 





ters in San Francisco. They pro- 


pose to travel the states of Cali- 
fornia, Washington, and Oregon 
hardware 
The concern has not yet 


with 





non-conflicting 


| lines. 
| established its San Francisco ad- 
| 





JOHN A. MANSERGH 


dress and for the time being will 
operate from an address at 406 
Hazel Ave., Millbrae, Calif. 

Mr. Mansergh was previously 
sales manager for the Schlage 
Lock Co., San Francisco. 


APEX ROTAREX CORP. 
NAMES DISTRIBUTORS 


C. W. Smith, manager, 
Apex Rotarex Corporation, Cleve- 
land, Ohio, of 
cleaners, ironers, 
has Mill 
Wayne, 
as for the 
full line of Apex electrical appli- 
ances. The National Mill Supply 
Company will serve the tri-state 
area consisting of northeastern 
Indiana, northwest Ohio, and the 
| southern part of Michigan. 

The Radio & Motor Service 
Company, Altoona, Pa., has also 
been appointed Apex Distributor. 
The central part of Pennsylvania 
will be served by this distributor, 
handling the full line of Apex 
electrical appliances. 


sales 


manufacturers 
washers and 
the National 
Supply Company, Fort 
Indiana, 


named 


distributor 


ATLAS BOLT APPOINTS 
NEW YORK AGENT 


“ Louis W. Appell has been ap 
pointed district sales representa- 
tive in the Metropolitan New 
York and northern New Jersey 
area for The Atlas Bolt & Screw 
Co., 1100-1144 Ivanhoe Rd., 
Cleveland, Ohio. 











On March 15, 1939, George G. 
Hoy joins the HARDWARE AGE as 
an associate editor. He brings 
to this publication a wide range 
of practical experience gained in 
the retail hardware business and 
in trade association work. Liter- 
ally born in an Indiana hardware 


GEORGE G. HOY JOINS HARDWARE AGE 
ON MARCH 15 AS ASSOCIATE EDITOR 


ing, retail hardware display and 


, accounting and retail manage 
ment problems. On these sub 


jects he has done practical work, 


written instructive articles and 
made helpful convention ad 
dresses. 





store operated by his family, Mr. | 
Hoy has followed this field all of | 
his business life. 

For the past two years he has | 
been secretary of the New Eng. | 
land Hardware Dealers Associa- 
tion and for eight years previous 
was field secretary of the New 
York State Retail Hardware As- 
sociation. Prior to his trade as- 
sociation affiliations, Mr. Hoy was 
associated with the Frank Burke 
Hardware Co., Ill., 
and before that the 
family hardware store at Lafay- 
ette, Ind. 

His specialty has been store 


Waukegan, 


worked in 








arrangement, retail merchandis- 








GEORGE G. HOY 
















More than 600 New England 
dealers and clerks gathered in the 
auditorium of the Boston City 
Club, Feb. 22, for the celebra- 
tion of the one hundredth anni- 
versary of the Bigelow & Dowse 
Co., wholesale hardware concern 
of that city. The auditorium was 
decorated in keeping with the 
theme of the meeting—the com- 
pany’s “Century of Service.” 

Factory representatives were in 
attendance at thirty-five merchan- 
dise display booths to help deal- 
ers select the many new and dif- 
ferent items for their stores. 

Business sessions were devoted 
to interesting merchandising 
talks. J. Frankland Miller, vice- 
president in charge of purchases, 
spoke briefly about market con- 
ditions and sounded a most op- 
timistic note for the future of 
the hardware business. Joseph M. 
Kennedy, sales manager, called 
attention to the various displays 
in the auditorium, briefly describ- 
ing each one. 

Following a buffet luncheon, 
Leon A. Paine, treasurer of the 
company, introduced I. S. Dil- 
lingham, president, as speaker of 
the day. Mr. Paine in his intro- 
ductory remarks pointed out the 
innovations and helps which his 
company pioneered under the 
able leadership of Mr. Dilling- 
ham in his 25 years as president 

Mr. Dillingham reviewed the 
history of the company in a most 
entertaining and instructive man- 
ner, recalling many anecdotes in 
connection with Samuel Bigelow, 
the former president. Mr. Bige- 
low was one of the best-beloved 
hardware men of all time, and a 
national figure in the industry. 

Mr. Kennedy again took the 
floor and expressed some ideas 











600 ATTEND BIGELOW & DOWSE 
ANNIVERSARY CONVENTION 


which he felt dealers could use | 
He pointed | 


to their advantage. 
out that women have a definite 
role in retail hardware stores and 
suggested that dealers employ 
more sales women. He also dis- 


cussed advertising and the Na- | 


tional Hardware Stores plan, 
which Bigelow & Dowse spon- 
sors. 

After the conclusion of the 


speeches, the Stage Sales were 
held. This is a popular feature 
with the dealers. Mr. Kennedy 
describes an item offered for 
sale and the dealer is allowed 
one minute in which to order. 
Stage Specials are not available 
to dealers not in attendance. 

The concluding feature of the 
Golden Anniversary Conference 
was the evening’s banquet and 
entertainment. An attendance of 
more than 570 made the evening 
a merry one. 


E. A. LINDEMANN HEADS 
LINDEMANN & HOVERSON 


A. J. Lindemann and Hover- 
son Co., Milwaukee, Wis., range 
and water heater manufacturer, 
has announced the election of 
E. A. Lindemann as president 
and treasurer of the company at 
a recent meeting of the stock- 
holders. This election makes 
Mr. Lindemann, who retains his 
position of general manager, one 
of the youngest major executives 
in the stove industry. 

Having taken a leading part 
in the management of the com- 
pany for a number of years, Mr. 
Lindemann is well fitted to con- 
tinue the work started by his 
father, A. J. Lindemann, more 
than 50 years ago. “The outlook 
for 1939 is promising,” he said. 








“We have materially strength- 
ened our engineering and pro- 


duction department, and _ this, 
with a remodeling program 
which is rapidly nearing comple- 
tion, and the restyling of our 
lines, will put us in a position 


. . . | 
| to meet the increase in business | 
which we confidentially expect.” 





MART LAMP & SHADE MEN 
FORM FLOOR ASSN. 


Formation of a floor association 
by members of the lamp and 
shade manufacturers represented 
in The Merchandise Mart, was 
completed February 17 at a 
luncheon meeting held in the 
Merchants and Manufacturers | 
club of the building. Officers of | 
the association include: A. H. | 
Glantz, Mantle Lamp Company, | 
president; F. V. Christy, Daison 
Manufacturing Company; Theo- | 
dore Channock, Colonial Premier 
Company, and L. Rosenfeld, of | 
L. Rosenfeld Company, vice-presi- 
dents; P. C. Cohen, Lightolier 
Company, secretary; and J. | 
Ehrich of Leon and Ehrich, trea- | 
surer. | 

Directors of the organization | 
include: J. O. White, Mantle | 
Lamp Company; M. C. Levy, | 
Buckley Studio; T. A. Stiffel, T. | 
A. Stiffel and Company; A. W. | 
Meyer, Mutual Sunset Lamp 
Manufacturing Company; B. H. 
Martin, Art Lamp Corporation. 

Monthly meetings are planned 
by the group, with dinner meet- 
ings scheduled for the two major 
markets in January and June. 

Permanent tenants in the 
building are eligible to become 
regular members, and temporary 
tenants associate members, the 
group decided at the meeting. A 
membership drive is to be organ- 
ized this month. 








BRANDEL HEADS BERGER 
JOBBER SALES 
George A. Brandel for the past 
15 years identified with roofing 
and sheet metal building prod- 





GEORGE A. BRANDEL 


ucts in sales and executive capac- 
ities has been appointed manager 
of jobber sales for the Berger 
Manufacturing Division, Repub- 
lic Steel Corporation, Canton, 


Ohio. 


“SEAL COTE” APPROVED 
FOR WORLD'S FAIR 


“Seal Cote,” a product of Bon- 
wit-International Co., 545 Fifth 
Ave., New York City, has been 
accepted by and now used in the 
Electrical Industries exhibit at 
the New York World’s Fair. 
“Seal Cote” is a transparent, 
hard, metal coating, not subject 
to climatic changes. It preserves 
the original finish and brilliance 
of polished copper, brass and 
bronze as well as other metals. 
Interested manufacturers may re- 
ceive a sample without any obli- 
gation. 








T 


Six hundred dealers from all parts of New England flocked to Boston to help the Bigelow & Dowse Co., wholesale hardware 


concern, celebrate its Golden Anniversary, Feb. 22. Sales meetings, manufacturers’ exhibits and a banquet were the features. 
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Does *200 Shade Business at 357, 
Profit, Turns *38% Stock 6 Times! 


NO MATTER WHAT SIZE YOUR 
BUSINESS, READ THIS AMAZING STORY! 


Washington, Pa. is not a big city. magazine backed up with a sampling 
B. L. Rogers’ West Washington Cash campaign of Ciopay shade material 
Hardware is not a big store. But last cut from actual shades in stock! 

year on an average stock of $38.50 
worth of Ctopay Shades, B. L. Rogers 
did over $200 business at a full 35% 
profit and got his money back 6 times. THE PAST 3 YEARS, B. L. Rogers 
EL This year, sales are up over 50% due has sent out 2000 samples of 
to a small promotion using a store CLopay shade material. The 
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nanager . 
el cut from shades in stock, and 
Repub- included with issues of Hard- 
Canton, P ware News, which also carried a 
small advertisement on CLopay 
shades. He says, ‘‘The response 
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* If you’re running a one man store or one cover- ing 
ing a city block, turning your window shade money S! . . 
six times a year at a full 35% profit is something to consider DEALER . Here’s Your Big 
seriously. B. L. Roge - is doing it. ge mess gar hag complete Opportunity! Call Your Jobber or 
promotion requires little money. Start the ball rolling now so as 
to be ready for spring. Talk to your jobber now about a stock of MAIL THE COUPON! TODAY! 
CxLoray Window Shades. Get details of CLopay advertisements 
available for your use. Ask to see samples of both Ctopay 15c 
Lintone and Ciopay 35c Washable window shade material. Your 
used in Spring promotion of 15c Croray Lintone and 


jobber has them! This is a sensational opportunity to make E 0 
- Cropsy Washable Window Shades. Also name of near 


| Cropay Corporation 

i 

1 

1 

' 
window shades bring you bigger and more profits on a very small | est jobber. 

1 

1 

1 

' 

' 

1 

1 


1374 Clopay Square, Cincinnati, Ohio 


Please rush details and sample, printed swatches to be 


Store 





investment. Be ready for spring! Talk to your jobber about 
CLOPAyY at once! 





My Name 













irdware Address tae wata 
a CLOPAY CORPORATICN, 1374 Clopay Square, Cincinnati, Ohio | “"—----—---—----- nt Soscrioas 
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PATCHES 
TO CLEAN GUNS 


OUR customers go for Hoppe’s Gun Cleaning 

Patches. They are so necessary, so convenient, do 
their work so well and cost so little. Every new cus- 
tomer you get for them is glad to know you have them 
and buy from you regularly. 


Every time you sell a bottle of Hoppe’s No. 9 Sol- 
vent—for over 35 years the popular solvent for clean- 
ing gun bores—always make an additional sale of 
Hoppe’s Gun Cleaning Patches. They go together. Sell 
both right along with every sale of a new gun. Sell 
both right along with each sale of ammunition. 


Hoppe’s Gun Cleaning Patches are specially selected 
clean, white cotton flannel, of correct weave, thick- 
ness and strength. Ideal for applying Hoppe’s No. 9. 


Correct Sizes for All Firearms 


Five round sizes, each size packed in a sealed dustproof tin- 
top container. No. 1 for .22 caliber, No. 2 for .22 to .270 and 
No. 3 for .270 to .35 caliber, come 100 patches in a con- 
tainer. No. 4 for calibers .38 to .45, also .410 to 20 gauge, 
75 in a container. No. 5 Patch for 16 to 12 gauge, comes 50 in 
a container. 


Size No. 6, oblong, is a special shotgun cleaning patch for 
use with the popular plug-type shotgun cleaning tools. Comes 
50 in a container. 


Size No. 7, 1% inches square, comes 100 in a container. 


All sizes, retail 25¢. Your jobber will supply you promptly. 
Order now for brisk spring demand. Order also Hoppe’s No. 
9 Solvent, Hoppe’s Lubricating Oil for gun actions and fish- 
ing reels, and Hoppe’s Gun Grease. 


Write for valuable booklets on Gun Protection—FREE 


FRANK A. HOPPE, Inc. 
2314-A North 8th St., Philadelphia, Pa. 
Representatives: Ed. W. Simon Co., Inc., 302 Broadway, 
New York, N. Y. 


H. L. Bowlds & Son, 108 W. 2nd St., Los 
Angeles, Calif.. and 831 S. W. Vista, 
Portland, Ore. 


(Washington Bureau 
of HARDWARE AGE) 


Sentiment in Washington for 
the small business enterprise is 
being revived again within the 
Administration and in Congress. 
Administration efforts in this di- 
rection are largely reflected by 
the activities of the new Secre- 
tary of Commerce, Harry L. Hop- 
kins, who has set out to sell 
business on the possibility of a 
new era of cooperation under 
Administration sponsorship, and 
by the Temporary National Eco- 
nomic Committee, whose osten- 
sible purpose is to view the 
problem of monopolistic prac- 
tices, including problems of 
distribution, and to make recom- 
mendations to Congress for 
remedial legislation. 

Efforts on Capitol Hill are 
mirrored in a variety of bills 
which have been introduced since 
the 76th Congress reconvened. 
These range from Wright Pat- 
man’s anti-chain store bill to 
one sponsored by Representative 
| Clarence J. Brown, Republican 
|of Ohio, and a newcomer to 
| Congress, which is designed to 
|enable national banks to make 
| capital loans to small business. 

A few of the measures pending 
| in Congress, and their major 
features follow: 

H. R. 1 by Representative 
Patman, Democrat of Texas—a 
bill providing an excise tax on 
chain stores ranging from $50 
to $1000 a store, multiplied by 
the number of states of opera- 
| tion. 

H. R. 1818 by William M. Col- 
mer, Democrat of Mississippi—a 
measure making state sales tax 
applicable to all goods moving in 








interstate commerce which come 
to rest within the state. 

S. 204 by Senator King, Demo- 
crat of Utah—a bill to repeal 
the Miller-Tydings resale price 
|maintenance law. (A_ similar 
| bill has been introduced by Rep- 
| resentative Emanuel Celler, 
Democrat of New York.) 

H. R. 215 by Representative 
Celler—a bill to revise the un- 
distributed profits tax to allow 
| credits for expansion or improve- 
| ments or for sums set aside for 
| payment of debts incurred before 
| May 1, 1936. 
| H. R. 3709 by Representative 
| Gerald W. Landis, Republican 
| of Indiana—a bill to relieve busi- 
ness, industrial and other private 
interests from the burden of 
unnecessarily duplicating infor- 
mation requested by Government 
agencies. 
|S. 330 by Senators Borah and 
O’Mahoney, Republican of Idaho 


400 BILLS AFFECTING RETAILING 
WILL BE PUT BEFORE CONGRESS 





| and Democrat of Wyoming, re- | 
| spectively—a bill to require all 





corporations with gross assets of 
$100,000 to obtain a_ business 
license from the Federal Trade 
Commission. which could decline 
a license on evidence that the 
applicant is an unlawful trust or 
monopoly. 

H. R. 2883 by Representative 
Herron Pearson, Democrat of 
Tennessee—a measure which de- 
fines the term “ammunition” in 
the Federal Firearms Act in an 
effort to relieve retailers selling 
shotgun shells from unnecessary 
regulation and bookkeeping. 

H. R. 3520 by Representative 
Brown, of Ohio—a measure de- 
signed to enable national banks 
to make capital loans of not to 
exceed $500,000 over a 10-year 
period to small businesses. 

In addition there are about 
400 other bills pending which 
have been listed by the American 
Retail Federation as affecting re- 
tailing directly or indirectly and 
scheduled for further study by 
the Federation. During the month 
of January, 4870 bills and reso- 
lutions were introduced in both 
Houses of Congress. 


Cc. J. SHAW LEAVES 
BARRETT HARDWARE 

C. J. Shaw has resigned his 
position with the Barrett Hard- 
ware Co., wholesale and retail 
hardware concern of Joliet, Ill. 
Mr. Shaw has no definite plans 
for the future. Following a Flor- 
ida vacation he may be reached 
at 1000 Black Rd., Joliet. 

Mr. Shaw was associated with 
the Barrett Co. for 31 years. For 
the past 17 years he had been 
general manager in charge of all 
sales and purchases. His efforts 
for the company have made it a 
leading wholesale and retail con- 
cern, traveling 10 men calling on 
the industrial, automotive, paint, 
plumbing supply and hardware 
trade. 





Cc. J. SHAW 
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W. NEAL GALLAGHER BEGINS 25TH YEAR 
. IN HOME LAUNDERING INDUSTRY 


“The automobile gets lots of was in the accounting depart- 


credit for helping make life more 
worthwhile, and for supplying 
better and better transportation 





™ 


W. NEAL GALLAGHER 


at less and less cost, but we’ve 
done better; we're turning out 
tremendously better products at 
one-third of what they cost a few 
years ago, and doing actually a 
great deal more for womankind 
than the motor-car has.” 

Celebrating the twenty-fifth an- 
niversary of his entry into the 
home laundering appliance indus- 
try, March 1, W. Neal Gallagher. 
Automatic Washer Co., Newton, 
Iowa, president of the American 
Washer and Ironer Manufactur- 
ers’ Association, thus summarized 
the evolution in a field which to- 
day has 13,500,000 washers and 
1,500,000 ironers in use in homes 
of the United States. 

“T’ve seen this industry go in 
a quarter-century from a stage 
where washers were made in 
blacksmith shops to where today 
they are highly engineered prod- 
ucts, planned first of all for ap- 
pearance and then _ perfected 
mechanically to make perform- 
ance measure fully up to ex- 
ternals,” he said. 

“Today catering to the home 
laundering needs of American 
women has become a highly or- 
ganized industry which benefits 
from the cooperation of distribu- 
tors and dealers, as well. Last 
year women paid $93,000,000 for 
washers and ironers to mechan- 
ize their home laundering.” 

President Gallagher began his 
business life as.a washer factory 
bookkeeper, given his first em- 
ployment in Newton, Iowa, by 
Fred Bergman, who he believes 
can be considered the father of 
the washer industry. Two years 
later he became associated with 
the Automatic Washer Company, 
of Newton, which he now heads. 
There, although his original job 
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ment, his responsibilities includ- 
ed shipping washers, writing col- 
lection letters, and actually 
sweeping the office. 

After returning to his company, 
following the World War, he or- 
ganized what was then known as 
its public utilities department 
and built it to a point where 65 
per cent of the production was 
sold through the public service 
companies. 

In 1926 he became Automatic’s 
general sales manager. In 1928 
he became its general manager 
and in 1931 he was elected presi- 
dent. In 1938 he was elected pres- 
ident of the industry’s association 
and in January, 1939, he was re- 
elected to that post. 





DECATUR & HOPKINS 
ELECTS OFFICERS 


At the annual meeting of De- 
catur & Hopkins Co., Boston, 
Mass., hardware wholesalers, 
Frank E. Hopkins was re-elected 
president and his son, William 
F. Hopkins, was chosen as a 
member of the board of direc- 


tors. 

Other officers elected are 
James N. Jones, vice-president 
and treasurer, and Harold H. 


Snow, secretary. 





IN EXECUTIVE POSITION 
WITH BREINIG BROS. 


David H. Berger has become 
associated with Breinig Bros., 
Inc., paint manufacturer of Ho- 
boken, N. J. His duties will be 
of an executive nature. 

Mr. Berger was previously as- 














DAVID H. BERGER 


sociated with the Supplee-Biddle 
Hardware Co., Philadelphia, and 
the Masback Hardware Co., New 





York City. 








RIXSON Builders’ Hardware 
SPECIALTIES Always in Stock 








Here. Call Again or Phone al 





@ Have what they 
want, when they 
want it, and you'll 
make more money. 
Architects, Contractors, Builders, WANT 
RIXSON Specialities. Carry them in stock 

. . tell your trade. RIXSON Modern Me- 
chanisms in builders’ hardware are favora- 
bly known... they are RIGHT. . . they 
sell on their MERITS! 


It Pays to Have RIXSON Specialties in Stock 


Increased activity in building means more 
demand for instant service. Every building 
calls for some RIXSON Specialties. Be ready 
to give instant service and get the business with 


RIXSON 


Olive Knuckle Hinges - Adjustable Ball Hinges 
and Pivots - Checking Pivot Hinges - Friction 
Hinges - Friction Stays - Casement Operators 
and Holders - Cremorne Bolts - Door Holders, 
Transom Operators - Floor and Overhead Door 
Checks, and other famous RIXSON SPECIALTIES. 


Write for Catalog 











THE OSCAR RIXSON CO., 4446 Carroll Ave., Chicago, Ill. 


Rixson Representatives at 
New York: IOI Park Ave., and 2034 Webster Ave. Philadelphia: 
211 Greenwood Ave., Wyncote, Pa. - Atlanta: 152 Nassau St. - New 
Orleans: 100! Broadway - San Francisco: 116 New Montgomery St. 
Los Angeles: 909 Santa Fe Ave. - London, Ontario, Canada 














MODERN MECHANISMS IN BUILDERS’ HARDWARE 
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PORTER 


PRUNERS 


\_) LONG-REACH 
POLE PRUNER 


LIGHT FRUIT 
SINGLE-JOINT PRUNER 
>| CITRUS TYPE 
PRUNER 


ALL-RANGE 
PRUNER 











Enterprising hardware 
dealers prize the Porter 
line for its scientific and 
practical design, dependability 
of performance, ability to make 
friends and keep them satisfied — 
all sales points that bring ready sale, 
repeat sale and profit. 

The Porter Pruner line covers the 
whole range of pruning needs from the 
new one-hand pruner “Twin-Cut No. 9 
Professional” to the heavy “Forester.” 
Both the new “Twin-Cut” and the 
“Pointcut” pruners are packed and 
sold in attractive display boxes. 

Send the coupon today for new illus- 
trated catalog of the complete line — 
prices and discounts. Here’s business 
for the merchant who wants a com- 
plete line of the greatest pruner value 
on the market. 
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H. K. PORTER, INC. 


EVERETT, MASSACHUSETTS, U. S. A. 
Please send catalog and full details 
NAME 
STREET____ — 
CITY 


, 








STATE 





























NLRB SIT-DOWN RULINGS MEET 
DEFEAT IN SUPREME COURT 


(Washington Bureau 
of HARDWARE AGB) 
Ruling directly on the contro- 
versial sit-down strike, the Su- 
preme Court on February 27 held 
that the strike is not the exercise 
of “the right to strike” given 
under the Wagner Act and that 
it is “illegal in its inception and 
prosecution.” 
In a long-awaited decision in- 
volving the Fansteel Metallurgical 


Corp., of South Chicago, IIl., the 


Supreme Court in a 5 to 2 deci- 
sion read by Chief Justice Charles 
Evans Hughes, said that the 
NLRB does not have authority to 
compel the reinstatement of work- 


| ers discharged for participation 








in a sit-down strike. 

The court said that “when em- 
ployees resorted to that sort of 
compulsion they took a position 
outside the protection of the stat- 
ute and accepted the risk of the 
termination of their employment 
upon grounds aside from the ex- 
ercise of the legal rights which 
the statute was designed to con- 
serve. The employees had the 
right to strike but they had no 
license to commit acts of violence 
or to seize their employers’ 
plant.” 

On the same day the court also 
ruled on two other cases involving 
the NLRB and in both the labor 
board was the loser. It affirmed 
a seventh circuit court of appeals 
decision which had set aside an 
NLRB order against the Colum- 
bian Enameling & Stamping Co., 
of Terre Haute, Ind., and it took 
similar action with respect to a 
sixth circuit court of appeals de- 


cision invalidating an NLRB 
cease and desist order against 
the Sands Mfg. Co., Cleveland. 

In the Columbian Enameling 
case, the NLRB had ordered the 
company to reinstate a group of 
workers who went on_ strike 
March, 1935—before the Wagner 
Act became law—and to cease 
and desist from certain other al- 
leged unfair labor practices. The 
circuit court had invalidated the 
order solely on the grounds that 
the workers had struck in viola- 
tion of the no-strike agreement. 
Justice Stone, in the majority 
opinion, said the court could find 
no substantial evidence that the 
company had refused to bargain 
with the union. 

In the case involving the Sands 
Mfg. Co., the circuit court had 
set aside the NLRB order on the 
grounds that the board’s findings, 
on which the order was based, 
were directly contrary to the evi- 
dence in the case. The board had 
found that the company had dis- 
criminatorily locked out members 
of the union—the Mechanical 
Educational Society of America 
—and had failed to bargain in 
good faith with the union. Asso- 
ciate Justice Roberts read the 
majority opinion, which said that 
the evidence in support of the 
board’s finding that the strike 
resulted from unfair labor prac- 
tices by the management “does 
not amount to a scintilla when 
considered in the light of respon- 
dent’s long course of conduct in 
respect of union activities and in 
dealing freely and candidly with 
the union involved.” 











MEET AT MFRS. 


ASSN. MEETING 





| Left to right are W. Gibson Carey, Jr., president, The Yale & 


Towne Mfg. Co., New York City and William A. Atkins, vice- 


president, E. C. Atkins and Co., 
New York session—the first for 


tion of Manufacturers board, of which both are members. 


Indianapolis, Ind., meet at the 
1939—of the National Associa- 
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HAVE NEW EXECUTIVE POSITIONS 


WITH BARCALO MFG. CO. 


E. J. BARCALO 


Whose elections to new exec- 
utive positions with the Barcalo 
Mfg. Co., Buffalo, N. Y., manu- 
facturer of drop forged tools was 
announced on page 96 of the 
Feb. 23 issue of HARDWARE AGE. 


BOOSTERS TOLD ABOUT 
BUSINESS STRATEGY 


A large gathering of more than 
50 Hardware Boosters greeted 
Granville B. Jacobs, who dis- 
cussed “Strategy in Business” at 
the organization’s Feb. 24 meet- 
ing at Busto’s restaurant, New 
York City. 

Mr. Jacobs said every salesman 
was either an asset ora liability 
to his organization and most in- 
dividuals could develop one side 
or the other to the point where 
he was worth real money to his 
company or was a dead expense. 
In other words, it was easy to 
get in a rut, and the only dif- 
ference between a groove and a 
grave was six feet. In dealing 
with people one is trying to sell, 
Mr. Jacobs pointed out, there 
were three essentials: the quality 
of what one says; how much is 
said, and the way it is expressed. 

Salesmen were cautioned not 
to get into arguments with cus- 
tomers but to agree to the point 
where they could see the other 
side of the question and then 
when a common ground had been 
established, try to show their 
point of view. He also urged 
salesmen to sell up to a stand- 
ard and not down to a price. 

Harry Strugnell, Remington 
Arms Co. and president of the 
Boosters, presided. Entertainment 
was furnished by the “Nutz and 
Boltz Harmonica Quartet” com- 
posed of Don Collins, Neal Hin- 
richs, Nick Renson and Frank 
Wooley, high school lads from 




















































N. M. GRAVES 


Mr. Barcalo, after 43 years as 
president of the company, is now 
the board. Mr. 


Graves, formerly vice-president, 


chairman of 





is now president. 


Island, High School, who were 
guests of Booster Bill Lewis. 

Other guests were H. B. Le- 
Quatte, president, H. B. Le- 
Quatte, Inc., nationally known 
advertising agency, a past-presi- 
dent of the Advertising Club of 
New York and a member of the 
Mayor’s relation committee for 
the reception of distinguished 
guests; J. B. Wardlaw, manager 
of the renting department of 
Rockefeller Center; Joseph Ren- 
son, member of the New York 
Stock Exchange; Edward Hin- 
rich, president of Scott & Bitt 
Co., international forwarders, and 
W. K. Hazleton of Brown, Lent & 
Pett, Brooklyn. 


KENDALL IN WIRE SALES 
FOR JONES & LAUGHLIN 


partment of the Jones & Laughlin 
Steel Corp., Pittsburgh. He was 
formerly manager of merchant 
wire product sales of the Pitts- 
burgh Steel Co., Pittsburgh, Pa. 
He has spent the major part of 


sales work. 





Cc. J. E. WATSON LEAVES 
LANDERS, FRARY & CLARK 


C. J. E. Watson, for 26 years 
with Landers, Frary & Clark, 


to give his time to real estate 
interests in California. He was 
formerly Pacific Coast manager 





the Port Washington, Long 
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for the company. 


C. E. Kendall has become as- | 
sociated with the wire sales de- | 


his business career in steel wire | 


New Britain, Conn., has resigned | 















| No dealer can safely take a chance and sell a “just-as- 
| good” burglar-proof lock ‘for there is no substitute for 
| security. The lock must keep out intruders or every- 
| one loses. 


EAGLE NO. 3533 DEAD LOCK when locked is bolted 
| for keeps. Its impregnable construction is instantly ap- 
| preciated by every customer who examines this husky 

lock. Remember, too, years of reputation and proven 

performance are in back of every sale. 


You sell SECURITY when you sell EAGLE NO. 3533 
| DEAD LOCKS. 


casts (Box. co, 


26 Warren Street -- New York 
Branch Offices: 
921 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, lil. Boston, Mass. 
Works oat Terryville, Conn. 





NIGHT LATCHES + TRUNK LOCKS + FRONT DOOR SETS + STORE DOOR SETS 
PADLOCKS + CABINET LOCKS * WOOD SCREWS * STOVE BOLTS « MACHINE SCREWS 
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IRONS EVERY- 
THING—Presses, Too! 


“World's Easiest-to-Use Electric Ironer”’ is 
no idle claim—the Victor Mono-matic is 
exactly that! Its Single Lever action is the 
simplest, most natural control ever built on 
an ironer .. . It can be converted instantly 
to Knee Control if desired... Its big 20-inch 
Roll irons large pieces practically as fast as 
expensive cabinet ironers . . . And with the 
new Selective “Lag,” any woman can pro- 
duce “professional” work the very first time! 
In short, the portable Victor Mono-matic 
looks like an ironer and irons like one! 


A BIG NEW MARKET! 


“World's Easiest-to-Sell Electric Ironer’’— 
the Mono-matic is a real door-opener! The 
right size to be taken directly to a prospec- 
tive buyer's door . . . light enough for a 
woman to carry to a card table anywhere in 
the house . . . priced low enough to appeal 
strongly to every woman—and her husband 
—who has thought an electric ironer was 
beyond her budget... the Victor Mono- 
matic is designed for the “hottest’’ market 
in the home appliance field today! 


WRITE FOR DETAILS TODAY! 


With four big features exclusively Victor's 
—with an aggressive national advertising 
campaign to 18,000,000 readers of that 
phenomenally live magazine, LIFE, starting 
in March—with many other sales-compelling 
dealer helps available—and with Victor's 
liberal plan that makes your profit bigger 
—you can’t afford to miss this big profit- 
boosting opportunity. Write for complete 
information — today! 


VICTOR ELECTRIC PRODUCTS, Inc. 


2985 Robertson Avenue, Cincinnati, Ohio 


SINGLE LEVER ACTION 


Boost Your Summer Profits with 


VICTOR 
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| PRESIDENT URGES 
| RECONSIDER WATER POLLUTION 
| 


(Washington Bureau 
of HARDWARE AGE) 

Transmitting a report from the 
National Resources Committee, 
which estimated that an expendi- 
ture of $2,000,000,000 during the 
next 10 to 20 years may be neces- 
sary to abate the more objection- 
able cases of stream pollution, 
President Roosevelt recom- 
mended to Congress last week 
that the whole problem of water 
pollution be reconsidered during 
the present session. 

The report, which had been 
requested by the White House, 
outlined the present status of the 
pollution problem, the cost of 
bringing about a reasonable de- 
gree of abatement, and the finan- 
| cial, technical, and administrative 
| aspects of such a program. The 
| $2,000,000,000 estimated was 
based on the cost to both public 
|and private agencies and Mr. 
Roosevelt pointed out in his mes- 
sage that inasmuch as the needed 
works are chiefly treatment plants 
for industrial waste and munici- 
pal sewage, “the responsibility 
for them rests primarily with mu- 
nicipal government and _ private 
industry. 
| “Tt is my opinion that, pending 
further experimentation with in- 
terstate and State enforcement 
activities, Federal participation in 
pollution abatement should take 
|the general form of establishing 
a central technical agency to pro- 
mote and coordinate education, 
research, and enforcement,” Mr. 
Roosevelt said. “On the basis of 
recent experience, it should be 
supplemented by a system of Fed- 
eral grants-in-aid and loans or- 
ganized with due regard for the 
| integrated use and control of 
water resources, and for a bal- 
| anced Federal program for public 
works of all types. The time is 
overdue for the Federal Govern- 
ment to take vigorous leadership 
along these lines.” 

Representatives Spence of Ken- 
jtucky, Parsons of Illinois and 
Bland of Virginia have intro- 
duced bills following substantial- 
ly along the lines of the Barkley- 
Vinson bill which passed both 
Houses last All three 
bills provide that a division of 
water pollution control be estab- 
lished in the Public Health Ser- 
vice to encourage cooperative 
activities among the states includ- 
ing the enactment of uniform 
state laws and interstate com- 
pacts in the interest of eliminat- 
ing pollution. Chairman A. Wil- 
lis Robertson, of the House Com- 
mittee on Wildlife Conservation, 
has recommended passage of a 





session. 








stream pollution bill similar to 








CONGRESS 


the Vinson measure, provided it 
is rewritten to meet the objec- 
tions raised by President Roose- 
velt last year when he vetoed the 
bill. 


MARTIN-SENOUR SALESMEN 
MEET IN CONVENTION 


Representatives of the Martin- 
Senour Co., Chicago, from all 
parts of the country met recently 
in that city for the company’s 
annual sales meeting. An inter- 
esting group meeting plan was 
carried out, with only two gen- 
eral sessions, one to open and 
one to close the convention. 

William M. Stuart, vice-presi- 
dent, presided at the general 
meetings, while each of eight 
group meetings was presided over 
by a division manager or a com- 
pany executive as follows: cen- 
tral district manager, Howard 
F. Weckel; factory superinten- 
dent, R. H. Coe; southern divi- 
sion manager, George T. Wilson; 
eastern division manager, P. C. 
Frayser; New England division 
manager, J. R. Frawley; north- 
central division manager, J. M. 
Corcoran; advertising manager, 
A. R. Raymond, and western 
division manager, H. T. Johnson. 

The company has adopted a 
slogan for the coming years, 
“Make ’39 Your Painting Time,” 
designed to stimulate painting 
jobs and paint sales. This is 
the theme which dealers and 
painting contractors are being 
urged to put before the eyes of 
painting owners. It will also be 
a keynote in the company’s ad- 
vertising. Supplemental slogans 
are: “Fight Rust and Rot with 
Paint” and “For Beauty and 
Protection, Make ’39 Your Paint- 
ing Time.” 

Designs for window displays, 
poster, lapel buttons and stickers 
have been developed. A color 
motif of red, white and blue is 
being used. 

Mr. Stuart points out that the 
deferred painting jobs in Amer- 
ica have accumulated into such 
a colossal backlog of potential 
business for the industry that it 
is time for a concerted effort to 
break the dam. He also empha- 
sizes the fact that today the 
property owner has the advantage 
of FHA time-payment plans to 
relieve him of paying cash for 
his paint jobs; also that the 
property owner today has a 
style incentive in paint to har- 
monize with the vagaries in this 
age of color. 
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McGINTY EASTERN AGENT 
FOR KINGSTON SKATES 


Tom A. McGinty, well known 
sales representative with head- 
quarters in New York’s Toy Cen- 





TOM A. McGINTY 


ter, 200 5th Ave., has been ap- 
pointed eastern representative of 
the Kingston line of roller skates. 

Mr. McGinty is not a new- 
comer in the field of toys and 
roller skates. For many years, 
prior to April, 1937, he was in 
charge of sales in the eastern 
territory for the Kingston Prod- 
ucts Corporation, Kokomo, Ind. 
During this period he made many 
friends and attained a highly suc- 
cessful sales record.: He has a 
complete knowledge of the trade 
and a large following among the 
buyers. A new catalog illustrat- 
ing the Kingston Line for 1939 


is available. 
. 


INTERNATIONAL HARVESTER 
WILL MODERNIZE 
MILWAUKEE PLANT 


A program of rehabilitation, 
rearrangement, and moderniza- 
tion of the Milwaukee Works of 
the International Harvester Com- 
pany, extending over an 18- 
month period, was_ recently 
announced by E. J. Leiser, super- 
intendent of the local works. The 
company will expend approxi- 
mately $3,000,000 at the Mil- 
waukee Works so as to equip it 
for specialization in the manu- 
facture of large castings. It also 
includes the laying out of con- 
siderable factory space prepara- 
tory to the manufacture of two 
new sizes of Diesel engines for 
the Harvester Diesel line. The 
program does’ not include any 
new factory building construc- 
tion, however. 

These changes, requiring more 
factory space than is now given 
to this work, necessitate the re- 
moval of the company’s cream 
separator and milking machine 
manufacturing activities from 
Milwaukee Works, Mr. Leiser 
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said. He pointed out, however, 
that practically all of the press 
work on the cream separators 
and milking machines will be re- 
tained there. 


NEW BARLOW & SEELIG 
DISTRIBUTORS NAMED 


Verne Hannon, sales manager | 


of the Barlow & Seelig Mfg. Co., 
Ripon, Wisconsin, manufacturers 
of Speed Queen washers, ironers, 
and refrigerators, announces the 
appointment of new distributors 
in Florida, North Georgia, and 
Southeastern New York State. 
Southland Distributors, _Inc., 
Jacksonville, will represent Speed 
Queen in Florida and the Brown 
Distributing Co., Atlanta, in 
North Georgia, while Shapiro 





Sporting Goods Co., Newburgh, | 


will handle Speed Queen distribu- 
tion in southeastern New York 
State. 


AMERICAN STOVE GIVES 
LIFETIME GUARANTEE 


A new sales aid in the form | 


of a lifetime burner guarantee 
on Magic Chef gas ranges has 
been announced by Stanley E. 
Little, vice-president in charge 


of sales of American Stove Com- | 
pany, Cleveland, Ohio. This new | 


guarantee was presented to the 
sales organization at a series of 
meetings throughout the country. 
beginning the latter part of Janu- 
ary. 

“We believe,” said Mr. Little, 
“that gas is the ideal cooking 


fuel, and that this new guarantee | 


is of vital importance to the gas 
range industry. This guarantee 
is being publicized in all our 
advertising and sales promotion 
material.” 

A certificate goes with each 
range. The certificate is 544” x 


814” and contains, in script, the | 


following: 
“We warrant to the original 


purchaser for use that all burners | 
en this Magic Chef gas range | 


will not burn out or lose their 
efficiency for the life of the 
range. We agree that, if any 
burners on this Magic Chef do 
burn out or lose their efficiency, 


upon the demand of the original | 


purchaser for use accompanied 
by this warranty, we will supply 
new burners free of charge.” 


NEW HARDWARE STORE 
WISHES CATALOGS 


Lincoln Auto Equipment Co., 
Inc., 61 West Main St., has re- 
eently entered the hardware bus- 
iness and would appreciate re- 
ceiving catalogs from hardware 
manufacturers. 


| 
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THE rAS -o 


ELECTRIC SAFETY RAZOR...$10 


Price maintained under fair trade acts. 


HE CASCO “75” Electric Safety Razor is 

the simplest form of electric shaver. A 
powerful, brush-type motor drives the shearing 
blades at tremendous speed against a circular, 
slotted head. All around this head is a comb- 
like safety guard that protects the skin and 
picks up long hair as well as stubble. Each 


individual hair and whisker is sheared off close 
and quickly. 


@ Rotary cut- 
ting at 4000 
to 5000 R.P.M. 


e@ Brush type 
motor. 110- 
volt, A.C. or 
D.C. 


@ Cuts long or 
short hair 
with equal 
ease. 


© Beautifully 
designed. 


@ QUIET. 


In the shearing head of the CASCO “75” are two 
blades, revolving at a terriffic speed. They move so fast 
that every individual hair, as it is guided through the 
safety slots, is sheared off clean and positively. These 
revolving blades cover more than a tenth of a mile every 
minute—about 80 times as fast—compared with the 
shearing head of the ordinary electric shaver. 


The slotted safety guard on the shearing head protects 
the tenderest skin against pinching or “burning.” Yet it 
allows long hair as well as stubble to be fed into the 
shearing chamber and cut off clean. 


This is the Razor you will want to feature for this year's 
sales and profits. It's guaranteed. Ask your jobber for 
sample order now. Start building a profitable Razor 
business with CASCO “75”. 


Attractive 8-color be ng free with your orders. 
streamers and circulars help you make steady 


CASCO PRODUCTS CORP. 
Bridgeport, Conn. 


Also window 
ts. 














NORTON 





DOOR CLOSERS 


PRECISION BUILT 
exclusive manufacturer 
ling devices in the world. 





STRONG— 


by the largest 
of door control 







No. 4 
RETAILS AT 
by a 0) 6) 


NORTON oe 
Durable long life sereen door closer 























HIGHEST made with non rust tube of seamless 


pee brass. The bracket, spring holder and 
satan ee hinge plate are engineered from heavy 
SCREEN steel stampings to prevent breaking. 
Aare Special piston construction assures 
a checking—No. 4 is packed in indi- 
CLOSER vidual carton with full attachment 


instructions. 


No. 04 
RETAILS AT 
$725 





Benefiting by the same expert work- 


NORTON manship the No. 04 carries a fine 
reputation for satisfactory service. 
The No. 04 has been simplified, re- 
quiring but two-thirds as many parts 


as model No. 4. Only the highest 


quality materials are built into Nor- 


EXCELLENT 
VALUE 
SCREEN 


DOOR ton Screen Door Closers, and No. 04 


also is made of seamless brass and 
CEOSER ; 9 
comes packed in an individual carton 


with instructions. 


Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 


Division of the Yale & Towne Mfg. Company 
2900 N. Western Ave., Chicago, Illinois 


ICE BOX MANUFACTURERS 
TO CONDUCT SALES DRIVE 


Manufacturers of ice boxes will 
conduct a drive for the sale of 
small chests in homes where me- 
chanical refrigerators are already 
installed, according to producers 
in New York recently to attend 
the annual convention of the 
Eastern States Ice Association at 
the Hotel Waldorf-Astoria. These 
chests are built to fit under 
kitchen sinks and are intended 
mainly for the storage of ice 
cubes and for the icing of ginger 
ale and soda water bottles. 

Ice distributors claim they are 
developing a steadily growing 
market for ready-made ice cubes 
delivered in cartons or water- 
proof bags. In some cities the 
cubes are furnished drug stores 
and are sold by them to consum- 
ers who order carbonated bever- 
ages delivered to their homes. In 
addition the ice companies them- 
selves are introducing a special 
service for the delivery of a 
bushel of ice cubes to consumers 
for special occasions. The new 
small size ice chests are being 
suggested as ideal ontainers for 
the extra ice. 


JERSEY TRAVELERS ASSN. 
ELECTS OFFICERS 

At a recent meeting of the 

Hardware and Allied Travelers 

Assn., Inc., 786 Broad St., New- 

ark, the following officers were 


elected: president, Philip E. 
Strassburger, Eagle Sales Co., 
Newark; vice-president, Louis 


Marks, Landon P. Smith, Inc., 
Irvington; recording secretary, 
Isadore Sussman, Service Sales, 
Newark; financial secretary, Leo 
Levine, H. Schultz & Son, New- 
ark; treasurer, Louis Globerman, 
Enterprise Tinware Co., New 
York, and counsel, Maxwell M. 
‘Plotkin, Newark. 

On the association’s board of 
governors are: Harry Weiss, 
Eagle Sales, Newark; Nathan 
Wurtzell, Eagle Sales; Joseph 
Rubenstein, Service Sales; Al- 
fred Braverman, Robinson Clay, 
New York; Paul Fiske, H. 
Schultz & Son, Newark, and Lau- 
rence L. Goldsmith, Arnel Shade 
Co., New York City. 





GEM RAZOR BLADE 
PRICES REDUCED 


The American Safety Razor 
Corp.,303 Jay St., Brooklyn, N. Y., 
has announced a retail price 
reduction of Gem Blades, effec- 
tive May 1. In making this an- 
nouncement in advance, the com- 
many states dealers have about 60 
days in which to dispose of their 
stock on hand while present re- 








ever on all new purchases by the 
retailer, the price is reduced im- 
mediately. The dealers who sell 
out their Gem blades quickly 
will receive the advantage of the 
reduced prices on reorders. 





SAFE PADLOCK OBSERVES 
90TH ANNIVERSARY 


The Safe Padlock & Hardware 
Co., Lancaster, Pa., this year is- 
celebrating the 90th anniversary 
of its founding. The original 
plant began manufacturing gun 
locks and triggers for the Ken- 
tucky rifle and now manufactures 
nearly 1,000 items of builders” 
hardware, cabinet hardware, 
hardware specialties, screen hard- 
ware, padlocks and night latches. 


POT AND KETTLE NEWS 


The San Francisco Pot and 
Kettle Club held a joint lunch- 
eon meeting with the California 
Retail Hardware Association del- 
egates at the Western Merchan- 
dise Mart, Tuesday noon, Feb. 
21. Two excellent speakers were 
present: Frank K. Runyan, San 
Francisco, vice-president of the 
Western Merchandise Mart, 
whose subject was “Team Work 
Pays Dividends,” and Ralph W. 
Carney, vice-president and sales 
manager of The Coleman Lamp 
and Stove Co., Wichita, who 
spoke on “How to Sell.” Enter- 
tainment was provided by pro- 
fessional stage and night club 
stars in songs, dances and acts. 
President Robitscher of the San 
Francisco Club expressed the 
desire to make this meeting an 
annual affair in connection with 
the convention of the California 
Retail Hardware Association. 

At the speakers’ table, besides 
the above speakers, were: George 
Foster, past-president of the As- 
sociated Pot & Kettle Clubs of 
America and of the San Fran- 
cisco Club; B. W. Reynolds, 
promotion director, Gas Appli- 
ance Society of California and 
the Electric Appliance Society of 
California; N. J. Etienne, man- 
aging director, Pacific Appliance 
Institute; L. B. Quimby, chair- 
man, radio and appliance buyers 
advisory board; LeRoy Smith, 
managing director, California Re- 
tail Hardware Assn.; G. C. Gil- 
lan, past-president Associated 
Pot & Kettle Clubs of America 
and the San Francisco Club; R. 
A. Balzari, publishing counsel- 
lor, member of the board of 
directors, McGraw-Hill Publish- 
ing Co. of California; Harry J. 
Moore, National Retail Hardware 
Association, and Fred R. Bam- 
mann, president California Re- 





tail prices are maintained. How- 


tail Hardware Assn. 
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J. L. B. HOLME 


Whose passing was announced 
on page 93 of the Feb. 23 issue 
of Harpware Ace. Mr. Holme 
was vice-president of John H. 
Graham & Co., Inc., New York 
City, manufacturers’ representa- 
tives. 


FREDERICK B. SCOTT 


Frederick B. Scott, 83, founder 
and president of the Syracuse 
Supply Co., Syracuse, N. Y., 
passed away recently following a 
three months’ illness. 

Mr. Scott founded the company 
in 1884 which then dealt in only 
a few standard lines of mill and 
factory supplies. He Jater pur- 
chased an interest in the Syra- 
cuse Arms Co. which has since 
been liquidated. 

In 1903 Mr. Scott joined with 
the late Frank Hazard, Lyman C. 
Smith and Wilbert L. Smith to 
found the Halcomb Steel Co. He 
took an active part in the busi- 
ness which was later sold to the 
Crucible Steel Co. of America. 
A few years later in conjunction 
with Lyman C. Smith and E. H. 
Bravender, Mr. Scott formed the 
Hudson Portland Cement Co. at 
Hudson. This plant was later 
sold to the Universal Portland 
Cement Co. 

He leaves two sons, Frederick 
B. Scott, Jr., and Walter H. Scott. 


WILLIAM C. WATTS 


William C. Watts, 82, pioneer 
citizen and business man of De- 
land, Florida, passed away at his 
home there, recently. During his 
46 years in Deland, Mr. Watts 
was actively engaged in the hard- 
ware business, first becoming as- 
sociated with the late Charles 
Miller in establishing the Watts 
and Miller Hardware Co. Later 


he entered the hardware field 
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alone and founded the Watts 
Hardware Co. which is still func- 
tioning. He retired from active 
participation in business 12 years 
ago. 


Vv. HUGO COLEMAN 


V. Hugo Coleman, retired 
efficiency expert who had been 
identified with numerous hard- 
ware wholesale firms in the ca- 
pacity of installation engineer, 
died suddenly at his home in 
Louisville, Ky., Feb. 2 at the age 
of 60. He is survived by his 
widow and two daughters. 





CHARLES RICHARD CRANE 


Charles Richard Crane, 80, for- 
mer president of the Crane Co., 
Chicago, philanthropist and dip- 
lomat, passed away recently in 
Palm Springs, Calif. Son of the 
founder of the Crane Co., Mr. 
Crane joined the company short- 
ly before the turn of the century. 
From 1912 to 1914 he served as 
president, retiring in the latter 
year. 

He served on President Wilson’s 
diplomatic commission to Russia 
in 1917 and as America’s com- 
missioner on mandates in Turkey 
in 1919. In 1920, Wilson ap- 
pointed him minister to China 
where he served two years. 





D. A. BIRDSEYE 


D. A. Birdseye, 56, for 37 years 
association with The Lamson & 
Session Co., Cleveland, as sales- 
man and district sales manager 
of the Chicago territory, passed 
away Feb. 14 after several years’ 
illness which had confined him 
intermittently. Burial was at 
Ilion, New York. 





H. F. FIGGEN 


H. F. Figgen, factory sales 
agent for hardware and house- 
furnishing lines at 1608 Steele 
St., Denver, Colo., passed away 
Feb. 6. Previous to forming his 
own sales organization, Mr. Fig 
gen had represented the Grez 
Western Stove Co., Leavenworth, 
Kan., for 23 years. 





1939 EDITION OF 
“PUSH BOOK” 


Belnap and Thompson, Inc., 
305 W. Jackson Blvd., Chicago, 
has announced the 1939 edition 
of its “Push Book,” a prize book 
for salesmen which also includes 
inspirational features, articles on 
selling by leading authorities, 





sales cartons, etc. 
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Learn About the 
NEW 


Greenlee 


AUTOMATIC PUSH 


Another Profit-Maker 
and Goodwill - Builder 


When you have a call for a push drill, 
it is a real help to be able to put one 
in your customer’s hands that is differ- 
ent, especially when this difference 
makes it more attractive and more con- 
venient to use. That is why we suggest 
investigating the Greenlee. 
will want to stock it, display it ... and 
you will sell it with perfect confidence. 


Then you 


The tool shown here has an all-transpar- 
ent handle, which serves as a magazine 
for the eight drill points. These are 
readily accessible by turning the metal 
cap to the proper position for the size 
It is also furnished with a 
hardwood handle, havifig a transparent 
ring next to the cap, making the tips of 
the drill points visible. 


Write for more information about this 
push drill—its unique handle arrange- 
ment, its fine form and finish, its un- 
usual construction of the working parts. 
Order a sample and see for yourself just 
how it looks and performs. 
like it and so will your customers. 
Please give the name of your jobber 
when writing. 


You will 


GREENLEE TOOL CO. 


1715 Columbia Ave. 


Rockford, Illinois 








121 


BUSINESS AND INDUSTRY MAY BE RELIEVED 


OF LARGE PORTION OF STATISTICAL BURDEN | 


(Washington Bureau 
of HARDWARE AGE) 

With the number of question- 
naires and requests for statistical 
data reaching a new high since 
the advent of the Temporary Na- 
tional Economic (anti-monopoly) 
Committee, a move is under way 
in Congress to relieve business 
from the burden of unnecessarily 
duplicating information required 
to be filed with government agen- 
cies. 

While the movement thus far 
is largely confined to the Repub- 
lican side, an Administration bill 
representing the viewpoint of the 
Central Statistical Board, the gov- 
ernment’s coordinator of statisti- 
cal-gathering agencies, is being 
drafted in accordance with a re- 
port submitted to Congress on 
Jan. 10 by President Roosevelt. 
The report was prepared by the 
board after Mr. Roosevelt an- 
nounced on May 16, 1938, that 
he was “concerned over the large 
number of statistical reports” re- 
quired from business and indus- 
try and that the board should 
make a study and report with 
recommendations. 

Some Congressional members 
insist that the number of ques- 
tionnaires and requests for statis- 
tical information can never be 
curtailed until the number of 
federal agencies are drastically 
reduced but Representative Dirk- 
sen, Republican of Illinois, 
declared himself in favor of abol- 
ishing the statistical board on the 
ground that it has failed since it 
was created five years ago to 
reduce the number ~f requests 
for business information. 

Mr. Dirksen conceded that 
statistics to be furnished the gov- 
ernment are a necessary part of 
our economic system but added 
that “we have so much duplica- 
tion and unnecessary folderol to- 
day that it just adds to the na- 
tion’s bewilddrment.” He re- 
minded economy-conscious House 
members that the more statistics 
required, the greater the expense 
and the greater the number of 
employees on the -federal payroll. 

Representative Gerald W. 
Landis, a new Republican mem- 
ber of Congress from Indiana, 
would approach the problem by 
broadening the powers of the 
Central Statistical Board by 
putting teeth in the law to re- 
quire all government agencies 
gathering statistical information 
from business to comply strictly 
with requirements laid down by 
the board. Under the measure, 
the board would scrutinize all in- 
formation forms to be sent out 


by government departments “to 
determine the 


extent to which 
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has | 








such forms require unnecessary 
duplication of information filed 
with government agencies” and 
the various agencies would be 
required under a duty imposed 
by the law to cooperate and if 
necessary to modify its informa- 
tion forms with a view to reliev- 
ing persons and organizations af- 
fected. 

The board, which was created 
by Executive order in August, 
1933, to promote economy and 
efficiency and to eliminate un- 
necessary duplication in gather- 
ing government statistics, has 
limited power to correct at least 
some of the defects. 

The board reported to Presi- 


dent Roosevelt on Dec. 31 that 
there were 97,000,000 returns 
filed on federal administrative 


forms of all kinds during the 
fiscal year 1938 and that govern- 
mental requirements for reports 
and returns “impose a burden on 
respondents which is, in part, 
unnecessary and which can to 
some extent be lightened.” Board 
Chairman Stuart A. Rice recom- 
mended among other things that 
provision in law be made to re- 
lieve agencies of asking for data 
if “substantially equivalent in- 
formation” is on hand in the 
offices of some other federal 
agency. Also, a company which 





had already filed particular in- | 


formation with a governmental 
agency would not be required 
to submit duplicate information 
at a later date unless the statis- 
tical coordinating agency found 
upon examination that the dupli- 
cate request is necessary. 
Reaction to the recommenda- 
tions from business groups have 
been limited to the suggestion 
made by the board that informa- 
tion collected on a confidential 
basis also be made available to 
other governmental agencies 
under “rules designed to afford 
proper protection.” The board 
has conceded that unless “proper 
protection” could be afforded 
such interchange of confidential 
information between agencies 
would not be justified. On the 
other hand, it has been pointed 
out, any law passed carrying out 
these recommendations would be 
to some extent ineffectual unless 
such a provision were included. 


REELECTED PRESIDENT OF 
INTERMOUNTAIN ASSN. 


C. A. Harris was reelected 
president of the Intermountain 
Assn. at its annual convention at 
Boise, Idaho, Feb. 1 to 3. Mr. 


Harris conducts his hardware 











Cc. 


A. HARRIS 


business at Resberg, Idaho. A 
complete report of the convention 
appeared on page 72 of the Feb. 
23 issue of HarpwaRE ACE. 


WESTINGHOUSE SHIPMENTS 
OF REFRIGERATORS AT PEAK 


The Mansfield Ohio works of 
Westinghouse Electric & Manu- 
facturing Co. shipped more elec- 
tric refrigerators last month than 
in any other January in the com- 
pany’s history, exceeding ship- 
ments for the entire first quarter 
of 1938, it was announced by 
R. C. Cosgrove, manager of the 
household refrigerator division. 








GIBSON MEETS EASTERN SALESMEN 


Eighty-four wholesale salesmen 
attended a recent convention of 
the Gibson Electric Refrigerator 
Corp., Greenville, Mich., at the 
Park Central Hotel, New York 
City. Its purpose was to provide 
the eastern men with “factory 
fresh” information on the 1939 
Gibson Freez’r Shelf line and the 
new Gibson electric range. 

The salesmen represented the 
following distributors: Biehls, 
Inc., Pottsville, Scranton, Wilkes- 
Barre and Harrisburg, Pa.; B. O. 
R. Radio Co., Reading, Pa.; 





Stern & Co., Hartford, Conn.; 
Albany Distributing Co. Albany, 
N. Y.; R. H. McMann, Inc., New 
York City; Eastern Electrical 
Supply Co., Newark, N. J.; 
Dickel Distributing Co., Phila- 
delphia, Pa., and Florance Elec- 
tric Supply Co., Binghamton, 
IN, Y. 

The meeting was organized by 
Frank S. Gibson, Jr., Gibson’s 
district sales manager in the 
greater New York City-New Jer- 
sey, eastern Pennsylvania and 
Connecticut territory. Merchan- 





dising programs for both the 
Grenadier 6 cu. ft. refrigerator 
and the electric range line with 
Kookall Speed Kettle, were ex- 
plained by John L. Stephens, 
sales promotion manager. Harry 
W. Lippert, range sales specialist 
of Gibson, presented the new 
ranges in detail. Also at the meet- 
ing were Frank A. Dewey and 
George Jaud, Gibson district 
sales managers in the New Eng- 
land and Middle Atlantic states 
respectively. 





Some of those who attended the Gibson Electric Refrigerator Corp. conventior.. 
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Lay you haven't 
seen this book 


— Be Sure to 
Getit NOW! 


@ This book tells about new ways to 
boost your spring business, new ways to 
make extra profits. It tells how the 
Continental plan brings in new custom- 
ers, builds bigger volume for dealers. It 
tells about the 1939 ROUNDUP of fence 
buyers. It tells about the new BUILD- 
ING PLAN service. See for yourself how 
these local sales building campaigns 
work. When you find out how simple 
and how sure-fire the whole plan is... 
well, you'll be mighty glad that you 
looked into it. A penny postcard will 
bring you the book and full details. 
There is no obligation. 


CONTINENTAL STEEL CORP., Kokomo, Ind. 
Plants at Kokomo, Indianapolis, Canton 


CONTINENTAL 
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GIBSON 


Blazes the Profit Trail! 


OTHER REFRIGERATOR COMPANIES TELL N. Y. TIMES: 


NOBODY ATTEMPTS MATCH 


SATIO 
SO a Wie 
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GIBSON 


with sealed Scotch Yoke unit 


“$Q9 95 






















OUR next move is plain to see. As the 
Y New York Times, Jan. 24, said ina survey 
of this industry, the other refrigerator manu- 
facturers report they won't attempt to meet 
Gibson’s challenge of a real 6-foot refrigerator 
with sealed mechanism and all-steel cabinet 
at $99.95! Already a “dynamite box,” this 
astounding money -maker and traffic-builder 
now becomes your SUREST PROFIT “IN”! 
Investigate! This trail blazer leads to profit 
such as you haven't seen so far! Dealers, dis- 


tributors, are grabbing franchises! Act Now! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE, MICHIGAN 


Chicago Office: Space 540-B, American Furniture Mart 
Export Office: 201 N, Welia St., Chicago, U.S.A. 
Cable Address: Gibselco, Bentley Code 








1939 Freez’r Shelf 
Models, complete line, 
all competitively 
priced—ihe line with 
the features that wo- ’ 
men SEE and WANT 

instantly! 


FROM $139.95 TO 
$250.00 LIST 


Inquire! 





¢e 





OTHERS SHOUT GADGETS— 
GIBSON TALKS 


HOUSEWIFE 
LANGUAGE! 





Vot just “another elec- — 


tric range.’* Not just 
another range promotion. Instead—a story, 
a deal and a price that are making this range i 
roll like a streamlined train. Get the story i 
of the NEW Gibson Electric Range. You'll re, 
call it a money-machine! ees 
FULL CABINET RANGE, $119.50 RETAIL LIST 
Slightly higher in South, and west of Rockies 


























IPLING, just before his 

death, was called to address 

the graduating class of his 
college in England. 

He said, “When we grow old 
we are full of envy of the young 
and so we take our revenge by 
preaching at them.” 

I have heard some great preach- 
ers and I remember through all 
the years parts of their sermons. 

Way back was Henry Ward 
Beecher. I was quite young and 
only faintly remember his sermon, 
but I clearly remember him. He 
spoke on tolerance. 

Then came Talmadge, an emo- 
tional orator. He had all of the 
women of our church in tears. He 
talked about the little worn shoes 
of the little child who had been 
called into a better world. He 
promised the mothers a joyful day 
of reunion. 

Dr. Brookes, of St. Louis, 
preached once on the text, “They 
also serve who only stand and 
wait.” This sermon was for those 
in the shadow upon whom the 
spotlight had never played. Later 
John Burroughs wrote his immor- 
tal poem—here is just one stanza 
quoted from memory: 

“Serene with folded hands I wait, 

Nor care for wind, or storm or sea; 
No more I rave ‘gainst time and fate 

For lo! My own shall come to me.” 

This poem was a sermon. 

Then Phillips Brooks, the great 
Boston preacher, one Sunday in 
his sermon cried, “Pray not for 
easy tasks. Pray for strength so 
you can bear harder tasks.” 

All these, and others I have 
heard, but one of our greatest 
preachers was Abraham Lincoln. 
The Gettysburg Address is one of 
the immortal sermons of all ages. 
Of all things he taught us humil- 
ity. His favorite poem was “Oh, 


Why Should the Spirit of Mortal 
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4 Sermon About [Turning Sour 


By SAUNDERS NoRVELL 


Be Proud?” In these days of 
petty political bickerings how we 
feel the need of his spirit of hu- 
mility, especially in high places. 

Do you remember the true story 
of the job hunter who came to 
him? He gave the man a card 
with a few lines addressed to Sec- 
retary of War Stanton. Shortly 
the man returned and said Stan- 
ton had thrown the card into the 
waste basket and made some very 
derogatory remarks about the 
President. Lincoln pressed the job 
seeker to tell him just what Stan- 
ton said. Finally he blurted out, 
“Mr. Stanton said you were a fool 
and to return and tell you so.” 
Lincoln calmly looked at the man 
and slowly remarked, “Well, Stan- 
ton is usually right.” 


Watch This Man! 


One man in Washington re- 
cently preached us a sermon, but 
I am afraid it was lost in the 
welter of words. I refer to Mr. 
Hull, Secretary of State. After the 
convention in South America cer- 
tain newspapers attempted to stir 
up trouble by writing about es- 
pionage and all that. There was 
a great chance that the good that 
had been accomplished would be 
lost in petty recriminations. Sec- 
retary Hull promptly killed all 
that. He couldn’t be drawn into a 
petty fight of that kind. We need 
men like Hull. Watch him! 

But coming from the sublime, I 
must “take revenge” by preaching 
my sermon. You have noticed all 
the ads about being on the acid or 
the alkaline side. These ads un- 
consciously have made me classify 
people I meet as either acid or 
alkaline. I have discovered that 
there is another class, people who 
are just turning from being alka- 










line to becoming acid. Now there 
is an important point in life. All 
of us, especially as we grow older, 
should study ourselves to decide 
whether we are actually “turning 
sour.” Since I have gathered this 
idea I find in studying people 
around me that some, notwith- 
standing their troubles, are still 
sweet in spirit, others are turning 
bitter, while still others have be- 
come hopelessly sour! 

An older person actually lives 
among three generations — his 
own, his children, and his grand- 
children. Are you adjusting your- 
self to each? Just what do your 
contemporaries, your children and 
your grandchildren think of you? 
A true answer to this question no 
doubt would give us oldsters 
something to ponder over. There 
is a celebrated ad of a hair re- 
storer, “Going—Going—Gone!” 
How about our sweetness of 
disposition—is it like the ad, 
“Gone”? 

Recently a newspaper wrote a 
nice article about a friend of 
mine. He naturally was pleased. 
Then came a long hand-written 
letter from a resident of the town 
calling my friend every evil name 
in the dictionary. He had never 
known the writer. There were no 
issues involved. When I was 
shown the letter I explained my 
new theory and said this was just 
an illustration of a case when a 
fellow citizen had just “turned 
sour.” 

* * * 

On the sweet side I must tell of 
a birthday party I recently at- 
tended. The party was in honor 
of a beautiful, sweet three-year- 
old boy. He had never been to a 
party before. Some oldsters were 
asked to come at five to have cock- 
tails. When I arrived the small 
guests, their mothers, and nurses 
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DOUBLE YOUR PROFITS ON 


HERES HOW vepy Grass SEED SALE! 


To Obtain 
Business NOW|! 


Distribute information of your 
products or services to all your 
prospects and customers at fre- 
quent intervals. Never let up edu- 
cating them on the merits of 
what you have to offer. 





Remember there is no greater or 
more important business than 
that of disseminating informa- 
tion—He who does this well— 
Prospers! 


And if your information is to be 
sent to wholesale and retail hard- 
ware dealers and other distribu- 
tors in the hardware trade we feel 
certain we can help you. 


For we have available to you an 
addressing and mailing service, 
and can supply you with mailing 
lists, that we do not hesitate to 
say will assure your Direct Mail 
Sales Promotion Advertising 
maximum success. 

We shall be glad to give you the 
details. 


HARDWARE AGE 


Direct Mail Addressing Department 
239 West 39th St. + New York, N. Y. 





Sell your customers VIGORO— 
the complete plant food of 


proved effectiveness 





BUT 
NITROGEN 














Widely advertised scientific tests like these 
have convinced millions of home gardeners 
that Vigoro is the buy. 


Take advantage of the powerful selling 
support behind America's most widely 
used plant food 


@ Every year more dealers are pushing 
Vigoro—selling it with seeds and other gar- 
den supplies. Every year sales of Vigoro are 
going up—making higher profits for these 
same dealers. 

Swift & Company have promoted this com- 
plete plant food until today it is the nation’s 
largest seller. Yet the field for further 
growth is still wide open, the plant food mar- 
ket nowhere near saturated. 

Don’t miss the opportunity Swift & Com- 
pany are giving you this year to capitalize on 
Vigoro’s phenomenal sales picture! Double 
up your profits by selling Vigoro to every 
seed customer. Identify your store with 
Vigoro’s flood of national advertising by 
using the especially prepared newspaper ads, 
displays, and sales aids which your Swift 
salesman will be glad to supply you. In this 
way you'll attract many new customers for 
all your garden items. 


VIGORO 


pplies all eleven elements 
needed from the soil 


SWIFT & COMPANY Fertilizer Works - U. S. Yards - Chicago, Ill. 
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When you stock the 
most popular screen 
door closer ever ol- 
fered to the house- 
holder, you’re on the 
“gravy train” to big- 
ger sales! Known and 
used all over Amer- 
ica. Exclusive “dou- 
ble - jointed” feature 
makes perfect install- 
ation easy. Lacquered 
brass cylinder and 
cadmium brackets 
keeps them attractive 
and rust-proof for 
years. Adaptable to 
doors closing either 
right or left. Order 
from your jobber or 


wire direct TODAY! 


Display these handsome, 


beautiful brass 
lacquer. Popu- 
larly priced for 
quick sales! 


TURNBUCKLE 
BRACE 


A fast - selling 
necessity! Elim- 
inate screen 
door sag. Pat- 
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EVEREDY SCREEN DOOR GRILLES 


hand-woven 
grilles and they'll sell themselves! 
Rust-proof steel, heavily coated with 











ented “Clawed 
End Grip” keeps 
screws from 
pulling out, Cad- 
mium plated 
rods. 


The EVEREDY C- 


5 EAST STREET, FREDERICK, MARYLAND 
Ea 








were just leaving. They were 
crowded in the hall waiting for 
the elevator. The boy stood in the 
doorway. His guests in their small 
voices called out “good-bye.” The 
occasion demanded some recogni- 
tion from him so he piped out, 
“Thank you for inviting me to the 
party.” 


Temporary Acidity 


Sometimes it pays to turn 
“sour” temporarily but never per- 
manently. As I wrote a month or 
two ago stockholders all over the 
country were turning pretty 
“sour” on what high-hatted and 
high-salaried executives had been 
doing to them. In the press re- 
ports of recent stockholders’ meet- 
ings they are now actually getting 
some figures and a number of cor- 
porations are suggesting that 
stockholders’ committees or direc- 
tors employ their own auditors. 
Auditing “as usual” is not so 
popular. This is all on the sweet 


side. 
* * * 


Recently a United States (Fed- 
eral) investigator called to ask a 
number of questions about a cer- 
tain executive. I had no informa- 
tion whatever on, the subject. 
Then he added, “Well, do you 
know who was his secretary in 
1918?” I was sorry I could not 
help him out even about the sec- 
retary. It did occur to me, how- 
ever, that a confidential private 
secretary who had turned “sour” 
might cause a lot of trouble. 


* - * 


The most efficient, competent 
men I know in New York are the 
bus drivers. Their buses weigh 
tons yet they guide them safely 
through the crowded streets. They 
make change, they see passengers 
on and off. I have even seen them 
jump off the bus and assist some 
old lady on. One driver single- 
handed takes care of 50 passengers 
at a time, and strange to say these 
drivers always seem cheerful. I 
have never seen a “sour” driver 
yet and their voices never show 
irritation. They must be picked, 
well trained men. Where do the 
companies get them? 

If you wish to study the people, 
ride in buses. It is surprising 


how many young people have 
“sour” expressions while many 
older ones still have sweet expres- 
sions, especially older women. To 
me there is nothing more beauti- 
ful than an old lady with a sweet, 
cheerful face. When I see some 
of the good looking young ones 
with expressions that are all on 
the acid side I feel like suggesting 
to them that they cheer up and 
hang their cheerfulness on the out- 
side so they will help the whole 
world. I believe there is an ac- 
tual duty we owe to try to look 
cheerful. There seems to be some- 
thing wrong with a_ naturally 
lovely face that has gone “sour.” 


What a Difference! 


In our building we have a num- 
ber of good looking young fellows 
running our elevators, but what a 
difference in their manners. One 
I have picked out for a salesman’s 
job. He would be sure to suc- 
ceed. He would make friends with 
a fire plug! 

Here’s a story I have always 
loved. A guest at a London hotel 
always exchanged greetings with 
the elevator man. The guest was 
away several days and when as 
usual he was greeted upon his re- 
turn he did not answer. Remem- 
bering his discourtesy he apolo- 
gized to the “lift” runner upon 
going down. “It’s all right, sir,” 
was the answer. “/ know you have 
been to Scotland!” 


Marshall-Wells Meeting 
in Portland, Ore. 
(Continued from page 106) 


several forms of window trim were 
made up and taken down before 
the assembly. 

The meeting was climaxed by a 
dinner dance at the Hotel Multno- 
mah on the evening of Feb. 8. About 
650 dealers and their friends at- 
tended. They were entertained by 
a floor show, and danced to the 
rhythm of Jack Bain’s orchestra. 
Mr. Feir was toastmaster, and in- 
troduced the final speaker on the 
program—Ralph Carney, vice-presi- 
dent and sales manager of the Cole- 
man Lamp & Stove Company, Wi- 
chita, Kan. Mr. Carney gave an 
inspiring address on “The Power 


of the Man Who Sells.” 
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Pasha Convention 


(Continued from page 83) 


Leila M. Blomfield, New York City, 
economist, lecturer and writer, told 
of the experiments in so-called 
planned economy in New Zealand. 
She said that 30 years ago New 
Zealand, which is her native land. 
was being “universally acclaimed 
‘the government laboratory of the 
world’ ”, and outlined the numerous 
pensions which have increased taxa- 
tion in her country. Mrs. Blomfield 
told of huge expenditures made by 
the government for railway lines, 
which have never been used, and 
for other costly government projects. 

Walter D. Fuller, president, The 
Curtis Publishing Co., Philadelphia, 
said that “With all the experiment- 
ing of recent years we have just 
about as many unemployed in the 
United States today as ever.” As 
a result he declared the people of 
the nation are convinced that gov- 
ernment cannot make jobs and re- 
store prosperity alone and that it 
is time to give business its real 
chance. 

Business conditions are good if 
we think they are good said Gerald 
L. Stedman, vice-president, National 
Research Bureau, Chicago. The 
government is pitching the problem 
of business betterment back to busi- 
ness and it is necessary to think of 
the sunrise instead of the sunset. 
He urged dealers to be conscious 
of markets instead of competition 
and to sell value rather than price. 
To successfully sell appliances, he 
told dealers to know your stuff, see 
lots of people, ask them all to buy 
and use good common horse sense. 

At the final session, Friday morn- 
ing, Feb. 24, W. Glenn Pearce, 
Philadelphia, Pa.. managing direc- 
tor, PASHA, led a discussion on the 
Fair Trade Acts. He stated that 
the reason so few manufacturers 
have filed contracts under Fair 
Trade Acts is that they have not 
been asked, by dealers, to do so. 
In the discussion that followed Mr. 
Pearce’s remarks it was brought out 
that it is up to retailers to police 
enforcement of contracts made un- 
der Fair Trade Laws. Charles J. 
Heale, editor, Harpware AcE, New 
York City, said that when a retail 
sale is made—whcether by a retailer, 
wholesaler or manufacturer — con- 
trary to a fair trade contract, such 
a sale is a violation of the Fair 
Trade Laws. If dealers want fair 
trade contracts they must ask manu- 
facturers for them and must show 
their willingness to use such con- 
tracts. While individual dealers may 
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For 60 years it has been Gen- 
eral Electric's policy to manu- 
facture quality products, to 
price them fairly, and to deal 
fairly with its customers. 

As a result, today, General 
Electric is one of the best 
known names in the electrical 
industry, and the General Elec- 
tric monogram is one of the 
best-known and most-respected 
trademarks in the entire world. 

In a word, General Electric 
products have acceptance, and 
certainly this is true of General 
Electric Fans, the first electrical 
appliance manufactured by the 
General Electric Company, and 
a product whose sales to date, 
to customers of all types, add 
up to millions of units! 

This background of experi- 
ence and prestige is a bonus 
you get when you carry G-E 
Fans. You pay nothing for if, 
because General Electric Fans 


are competitive in price with 
other high-quality fans. Why 
not enjoy it? 


The salesman of your local G-E Fan 
Distributor will be around soon to show 
you his copy of the unique G-E Fan 
Portfolio, ‘LET'S GET DOWN TO BRASS 
TACKS Watch for him—listen to him 


—and profit by his sound advice! 


APPLIANCE AND MERCHANDISE DEPARTMENT 


GENERAL ELECTRIC C 


, BRIDGEPORT, CONN 
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ask manufacturers to make fair 
trade contracts it is illegal, he said, 
for any group to collectively make 
such a request. 

George E. Corcelius, Huntingdon, 
Pa., was elected president, succeed- 
ing E. Hulings Antrim. H. D. 
Whieldon, Greenville, Pa., and 
Charles J. Ritterhoff, Baltimore, Md., 
were elected first and second vice- 
presidents respectively. The office 
of third vice-president has been 
abolished. W. Glenn Pearce, Phila- 
delphia, Pa., continues as managing 
director. H. J. Murdock, Waynes- 
burg, Pa.; Clarence E. Newcomer, 
Mt. Joy, Pa. and L. S. Kelso, Pitts- 
burgh, Pa., were elected members 
of the executive committee. Retiring 
president Antrim automatically be- 
came a member of the advisory 
board. Other members are: James 
T. McCullough, Kittanning, Pa.; H. 
W. Sheeler, Red Lion, Pa.; Walter 
T. Massey, Dover, Del.; Frank P. 
Fifer, Philadelphia, Pa., and W. 
McK. Reber, Bloomsburg, Pa. 

Resolutions: protested “waste in 
government”; asked repeal of the 
Pennsylvania Mercantile Tax; asked 
for the defeat of the Federal bill 
to repeal the Tydings-Miller En- 
abling Act and favored an amend- 
ment to the Federal Firearms Act 
intended to clarify the term “am- 
munition”. Other resolutions favored 
establishment by the state of Penn- 
sylvania of a Department of In- 
dustry to coordinate industrial and 
governmental policies and urged 





members to continue employing 
their present personnel and to em- 
ploy additional people as soon as 
possible. 

As a token of the association’s 
appreciation for his services retiring 
president Antrim received an order 
for a set of golf clubs. 

Walter E. Whitehead, Braddock, 
Pa., president, Pittsburgh Retail 
Hardware Association, headed the 
entertainment committee, Mrs. 
Whitehead heading the ladies’ en- 
tertainment committee. Tuesday 
morning a special tour of the new 
Irvin plant of the Carnegie-Illinois 
Steel Co. was made by members 
and guests. 

Wednesday afternoon the ladies 
attended an afternoon tea and 
fashion show at the Joseph Horne 
Co., Pittsburgh department store. 
That evening the annual PASHA 
Family Party was held in the ball- 
room of the William Penn Hotel. 
Following the banquet Mrs. Leila 
Blomfield made her address. The 
evening’s program was concluded 
with a bill of professional entertain- 
ment. 

Thursday afternoon the ladies 
made a sight-seeing trip to Pitts- 
burgh’s Civic Center. The enter- 
tainment program was concluded 
Thursday evening with the annual 
PASHA ball. Prior to the ball 
members and guests listened to an 
address by the Hon. Herbert Hoover, 
former president of the United 
States. 





Ohio Convention 


(Continued from page 84) 


year and that department stores 
have increased buying commitments 
for the spring oad summer months. 
These are favorable signs but the 
independent dealer is faced with co- 
operative selling. He should de- 
mand that the cooperatives face the 
same burdens and charges as inde- 
pendent dealers. Other problems 
were direct selling by manufactu- 
rers, wage-hour bills, and a “baby” 
Wagner Act for retail stores. 

Robert F. Frey, Ottawa, Ohio, 
followed with a stimulating address 
on National Hardware Week. He 
told of last year’s efforts in this 
direction and urged that all hard- 
ware merchants, participate in the 
1939 activity. 

“What’s Ahead for the Hardware 
Retailer” was the topic of Dr. H. H. 
Maynard, Ohio State University, 
Columbus. Dr. Maynard stated that 
the hardware dealer represents a 


high degree of specialization. Chain 
stores can’t give technical or pro- 
fessional advice, while the inde- 
pendent hardware dealer can. 
What’s ahead for the country at 
large is the same problem confront- 
ing the hardware dealer. 

At this point the session was 
visited by the governor of Ohio, the 
Hon. John W. Bricker, who dis- 
cussed governmental tendencies. He 
remarked that while we can’t change 
the trend in present-day government, 
it can be tempered to public rela- 
tions and interests and its cost can 
be checked. 

Following the governor’s address 
the meeting was adjourned until the 
following day when the first speaker 
on the program was Horace P. Aik- 
man, Cazenovia, N. Y., whose topic, 
“Store Face Lifting,” concerned 
itself with how hardware men could 
best merchandise to attract store 
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CLOVER MFG. CO. 





CLOVER 


Quality and Service Since 1907 


ABRASIVE-COATED PAPERS «CLOTHS 





GRINDING «* LAPPING COMPOUNDS 


Norwa tk, Conn. 











Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 
let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


CG en Ww 


BALL BEARING 


The ball bearing feature of “ACME” Casters makes 
moving furniture a pleasure on floors, rugs and carpets. 
Heavy furniture moves with ease. Here is the modern 
caster that appeals to every housewife who takes pride 
in her home. Demonstrate “ACMES” and increase 
your caster sales. 





THe ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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My Electrite customers 
on this Low cost 


Electric 


Fencer 


©) 
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5 Year Service Guarantee 
Fully Insured 

Every Electrite Fencer sold is a self starter to 
another sale—as satisfied owners boost this 
safe, proven Fencer with a five year service 

uarantee to friends and neighbors. You'll 
find, as hundreds of leading dealers already 
know, that when Electrite Fencers cut fencing 
costs 80%, they provide ready, steady farm 
sales—and a satisfactory profit to you. 

Electrite—priced to meet mail order and 
chain store competition—carries a five year 

uarantee of satisfactory operation and full 
Products Liability Insurance protection. 
Electrite provides you with every important 
mechanical selling feature Lashastond 
Fencers offer. There are thousands in use 
today-—holding all stock under all soil and 
weather conditions. 

Electrite is the hardware dealer's Fencer. 
It is sold only by hardware jobbers. Ask your 
jobber for full information and quick service 
on this complete line 
that includes battery op- 
erated, high line, and 
farm electric plant con- 
trollers. Write direct, 
today, for colorful, free 
Electrite Data Bulletin. 





Holds All Stock 


Electrite Fence Company 
239 Knilans Bidg., 


Whitewater, Wisconsin 
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trafic. He urged that dealers take 
on new lines which give the store 
new value in the eyes of the com- 
munity; such as dog supplies, gad- 
get shops, modern kitchen, bath 
shops, basement workshops, toys. 
These were volume items and would 
serve to make a hardware store a 
service store. Dealers must be 
aware and awake to opportunities 
that mean sales. The future hard- 
ware store will be the friendly store 
with time and service to give its 
customers. 

V. F. Hannon, Barlow & Seelig 
Mfg. Co., Ripon, Wis., in his ad- 
dress, “Pointers to Profit,” told the 
dealers of the market for appliances 
which is rightfully within the do- 
main of the hardware store. With 
proper display and sales methods. 
there is no reason why the hardware 
dealer can’t rank first in the list 
of business selling appliances. The 
dealer should obtain the best sales- 
man available; build good prospect 
lists for mailing outside selling 
contacts. 

The concluding speakers, J. Ray- 
mond Shutz, Indianapolis. Ind.., 
spoke on “Selling Hardware.” He 
stated there was a great need of 
faith and character in this world. 
We need faith in the thing we want 
to sell and we must also believe in 
ourselves. Service must be the mo- 
tive of everything we do. The third 
important need was cooperation. A 
business can be successfully con- 
ducted with the Golden Rule as a 








basis. Optimism must permeate the 
things we undertake. 

The concluding features of the 
convention were the election of 
officers and the reading of the reso- 
lutions. C. C. Hewitt, Sedalia, was 
elected president, succeeding J. C. 
Blaser. Robert Guyton, East Liver- 
pool was elected vice - president. 
John B. Conklin, 175 S. High St., 
Columbus is secretary-treasurer. New 
directors elected are Carl Graeff, 
Dayton; Richard Gunsett, Van 
Wert, and Sam W. Cohagan, Colum- 
bus. These together with R. S. 
Booth, Galian; Sam C. Briggs, 
Frankfort; Joseph Laws, Cincin- 
nati; H. F. Stotzer, Archbald, and 
J. S. Bonifield, Sr., Zanesville, com- 
pose the association’s directorate. 

In its resolutions, the association 
opposed a bill seeking to abolish 
the Tydings-Miller enabling act; 
oposed the substitution of a gross 
receipt tax for the sales tax; and 
opposed the passage of a proposed 
“baby” Wagner Labor Relations 
Act. The dealers went on record 
as endorsing National Hardware 
Week. 

The important social function of 
the convention was the annual ban- 
quet held at the grand ballroom of 
the Deshler-Wallick Hotel, Thursday 
evening, Feb. 16th. Many Ohio 
senators and representatives were 
guests of the dealers. An enter- 
taining program of musical acts was 
provided and these were followed 
by dancing. 


Minnesota Convention 


(Continued from page 92) 


generally against the licensing of 
ammunition sellers. Trade problems 
were discussed by Edward Wimmer 
of Cincinnati, editor of Forward 
America, and “Fair Trade in Com- 
petition” was discussed by D. W. 
Northrup, president of The Henry 
G. Thompson & Son Company in 
New Haven, Conn. As evidence of 
the hardware industry’s interest in 
fair trade legislation, Mr. Northrup 
quoted freely from a survey made 
by Harpware AGE indicating that 
83 per cent of all retailers favored 
fair trade legislation and resale 
price contracts, but also indicating 
that neither wholesalers nor retail- 
ers had been very active in urging 
manufacturers to make such con- 
tracts. 

“Pointers to Profit,” given by 
Wil. D. Galpin, manager of the 
Retail Division of the General Elec- 
tric Co. of Cleveland, opened the 





third day of the convention, Rivers 
Peterson, director of the National 
group, discussed the forthcoming 
“National Hardware Week,” and 
U. S. Steel presented in technicolor 
a picture of the steel industry, clos- 
ing the session. 

Selling non-electrical, easily con- 
vertible power equipment to the 
farmer “Between the Hi-Lines” was 
the subject of E. V. Oehler, vice- 
president of Briggs & Stratton 
Corp., of Milwaukee, on the final 
day of the meet. Election of off- 
cers and their installation closed 
the meeting. 

In addition to the regular busi- 
ness of the group, other activities 
were held each night, including the 
Past Presidents’ reunion, Tuesday; 
a “Sell Hardware” school for sales- 
men, Wednesday, and a carnival of 
“fun and dance” on Thursday 
night. 
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ON SIGHT 






Wabash Super- 
lite bulb glows 
gently ... even- 
ly ... from its 
very edge. 














Ordinary Inside 
Frosted bulb 
has dangerous 
“filament-glare” 
spot. 














ONE LOOK SHOWS 
YOUR CUSTOMERS 
THE DIFFERENCE! 


—and a glance at the unretouched photos above 
shows you why this revolutionary Wabash Superlite 
bulb sells quicker, easier and more profitably! It’s 
entirely glare-free . . . no dangerous “filament-fire” 
glare spot. Its light is 100% usable . .. none is 


wasted through glare. Its gentle glow, uniformly dis- | 


tributed over its entire bulb surface, is kind to eyes 
... saves nerves, health. 


Here’s real Light Conditioning in the bulb itself. . . 
at the price of bulbs alone — fast-selling, low-cost 
Light Conditioning bound to make quick and easy 
money for you in your store! 


Get all the facts about this remarkable new Wabash 
Superlite and the wealth of merchandising help that 
backs it up. Don’t delay. Ask your jobber today. Or 
write to Wabash Appliance Corp., 169-C1 Carroll St., 
Brooklyn, New York. 


vew WABASH 
SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 
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WHY 18 17 2... 




















THAT WOMEN WILL BUY THE GOOFIEST 
DOO-DADS FOR THE REST OF THE HOUSE.... 















NOTHING BUT 


B/ISSELL 


PLEASE ! 















.... YET INSIST ON THE WORLD'S MOST 
PRACTICAL CARPET SWEEPER ! 











HERE'S WHY: 


Women ask for Bissells—and buy many 
times more Bissells than all other sweepers 
combined! 

These women—your customers—know the 
superiority of Bissell Sweepers through long- 
standing reputation, through personal expe- 
rience, and through Bissell’s policy of generous 
national advertising. More than 123,070,725 
Bissell ads will pour into America’s best 
homes, this year, in 16 of the nation’s leading 
magazines! 

When you consider Bissell’s advertising and 
public acceptance—combined with Bissell’s 
generous mark-up and Bissell’s high unit sale 
—isn’t it just common sense to display your 
Bissell Sweepers prominently; to have your 
salespeople push them? 


Coeryberlys prshieg Fase / 
BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICHIGAN 
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FOR RETAIL 
HARDWARE 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Water-Wing Packaging 


Ayvad’s water-wings are now en- 
closed in a Cellophane envelope that 
keeps the stock fresh-looking at all 
times. They are packed in attention- 


compelling counter display boxes, 9 by 
12 in., illustrated in two colors. Each 
box holds two dozen pairs of water- 
wings. Window streamers and counter 
cards are supplied gratis. Also avail- 
able are new folders with instructions 
written by a famous swimming coach 
on “how to learn four different swim- 
ming strokes” with the aid of Ayvad 
water-wings. The water-wings are 
made of non-deteriorating, puncture 
proof fabric capable of supporting up 
to 250 pounds when inflated. Suggested 
retail selling price, 25 cents. Ayvad 
Water-Wings, Inc., Hoboken, N. J. 


Kutrite Knife Grinder 


Maker states scientifically designed 
abrasive blades grind an edge that 
holds up under continued use, making 
fewer sharpenings necessary. Revolv- 


ing abrasive blades and power unit are 
beneath streamlined hood. Alosite 
abrasive is the grinding medium. Oper- 
ated by flipping the switch and passing 
blade through the slotted top. Mech- 
anism is mounted on heavy steel base 
with polished trim and body finished in 
baked lacquer. Suggested retail sell- 
ing price, $25.00. Duwell Mfg. Co., 
830 S. Seventy-second Street, Milwau- 
kee, Wis. 


Fold-A-Way Ladder 
“Princess”—rigidly made with mcial 
tube legs. Has rounded top and non- 
slip steps. Brace bar at each side 
forms a solid lock for safety when step- 
stool is in use. Lock easily releases 
to allow stool to close up and fold 








FOLDS TIGHT TO HIDE AWAY 


| a a 


=; —— ~ 


SS 


—=— 
Se — 
IN ANY CORNER 


away in least possible space. Made in 
red, green or blue finish on wood parts 
with all metal parts silvered. Furnished 
red, when not otherwise specified. Non- 
slip tips:on all legs. Stool is of prac- 
tical stand-sit comfort height. Rich 
Ladder & Mfg. Co., Cincinnati, Ohio. 





Nicholson Items 


The Nicholson File Co., Providence, 
R. L, is now marketing a special cross 
cut file in the Nicholson and Black 
Diamond brands. Each file is wrapped 








A WICHOLSON FILE COMPANY PRODUCT fSrv. cc: 





in Cellophane to protect the sharp tooth 
points and to prevent rust marks. A 
bright orange tag together with the 
trade mark readily identifies the file. 
Packed 12 in newly designed orange 
box which bears a prominent green 
label. Another new item is the two- 
color counter display card with an 
auger bit file attached. This is supplied 
with each order for 12 Kearney & Foot 
brand auger bit files. Printed in red 
and black and measuring 5% by 9 in. 
long, the card is compact, and suited 
for counter or window. 


Glareless Electric Bulb 


The Wabash Superlite is designed to 
act as its own diffuser in changing 
harsh filament light into soft resilent 
illumination, without losing any light 
in doing so and with complete elimina- 
tion of glare. All sizes from 15 watts 
to 300 watts are now in commercial 
production. Wabash Appliance Corp., 
Brooklyn, N. Y. 
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CENTRIFUGAL 
SUMP PUMPS 


From the millions of homes and build- 
ings throughout the nation comes the 
same story year afier year. 
Flooded basements and cellars. Un- 
told damage and loss to property 
owners. All because of insufficient or 
clogged drainage during periods of 
sudden thaws or excessive rainfall. 
Prevent this loss before it occurs. Sell 
your customers Myers Sump Pumps. 
Sell and install them now. 
Improved, dependable, 
easy to install, low priced, 
they provide safe insur- 
ance against wet or flooded 
basements any season of 
the year. 
Be wise. Order now and 


be prepared to care for 
regular and emergency de- 


. mands of your customers. 

c Write or wire. 

)- 

n 
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"Since 1899" _—_In practically any application calling for 
butt hinges you will find the item you 
need in the Griffin line. Griffin Hinges 
are offered in a variety of types, sizes and 
finishes that meet requirements of resi- 
dential and commercial buildings. Cata- 


log sent on request. 
4 


GF, \\ \ , Y RIFFIN 
. 2 Ep anufacturing Company 


as ERIE. PENNSYLVANIA 
THE F. E. MYE RS & BRO .co. NEW YORK: 45 Warren St. sage 100 Purchase St. 
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PUMPS-—WATER SYSTEMS - SPRAYERS - HAY TOOLS-DOOR HANGERS 




















MARCH 9, 1939 















Straight Spring Balances 


Case is of two tubular steel telescop- 
ing members finished in durable olive 
green enamel. Load head is doubly re- 














































































SAYING 
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SELLS 


LANTERNS 


At the mention of DIETZ your 


customers know instantly, that you 
are offering quality performance 
backed by 99 years of manufactur- 


ing excellence and leadership 


DIETZ Streamline LANTERNS are 


Modern as Tomorrow they 


on sight 


R.E.DIETZ COMPANY 


ANTERN 


FOUNDED 








inforced and electrically welded to 
outer member. Swedish crucible steel 
is used for spring which is heat-treated 
and tested for accuracy. Solid brass 
dial is recessed for protection and has 
deeply etched figures and graduations. 
Adjusting screw at bottom of scale al- 
lows indicator to be set at zero to bal- 
ance a container. Red pointer indi- 
cates weights. Each balance has tinned 
hook. Hanson Scale Co., 523-531 North 
Ada Street, Chicago. 


Simmons Catalog 


The Simmons Hardware Co., St. 
Louis, Mo., is now distributing its new 
streamlined hardware catalog which 
uses copy handling and layout new to 
the hardware catalog field. The copy 
incorporates strong, attention - getting 
headlines, sales story and salient facts 
about the merchandise. Often in color, 
the copy tells and describes how the 
item is used, what it will do, and how 
it is made. Besides consumer selling 





copy, the catalog’s other features are: 


prevailing retailing prices; symbols 
showing approximate margins; com- 
plete merchandise descriptions; fully 


illustrated, and loose-leaf pages. It 
brings the dealer a service with copy, 
illustrations and layout, he can use in 
his newspaper advertising, counter and 
window display signs. It contains more 
than 1900 pages. 


ABC Roto-Press Ironer 


Model XF—has handsome stream- 
lined cabinet which completely encloses 
the ironer. Features are: new, exclusive 
ABC oscillating roll movement; foot 
treadle bar for controlled speed; com- 
pact ironer head with two open ends; 
oversize 26 in. roll made of non-warping, 





rust-proof metal; oversize shoe, chrome 
plated, scratch and rust-proof; thermo- 
static heat controls, calibrated for iron- 
ing linen, cotton, wool, silk and rayon; 
adjustable lap shelf; mechanism con- 
cealed beneath table surface is entirely 
sealed, and _ full-powered resiliently 
mounted rubber insulated Westinghouse 
1/6 hp. self-oiling motor. Altorfer 
Bros. Co., Peoria, Tl. 








New Pro-Tex Pad 


The new metal-and-asbestos Pro-Tex 
pad has been improved in quality and 
appearance and is selling for one-half 
of former prices. This new pad, de- 
signed to protect expensive and polished 
surfaces from hegt and scratches, is 
available in three popular sizes. It has 
a non-scratching, durable soft asbestos 


base, and a gleaming corrugated metal 
top. Edges are beveled and corners 
rounded. Sizes are seven by seven in., 
14 by 17 in., and 18 by 20 in. Banded 
with colorful streamer to emphasize 
selling points, pad is intended to be fea- 
tured in window and counter displays. 
Ballonoff Metal Products Co., 5800 
Kinsman Rd., Cleveland, Ohio. 
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“Chinex” Dinnerware 


The new “Chinex” dinnerware, maker 
states, looks like china but will not 
“craze”; feels like china but is stronger, 






















and washes like china. It has a rich 
ivory tint and a simple but decorative 
classic design. Corning Glass Works, 
Corning, N. Y. 


Coleman Price Leaders 


A new selling program featuring 
price leaders in a lamp, lantern and 
iron to retail at $3.95 each, has been 
announced by The Coleman Lamp and 
Stove Co., Wichita, Kan. The company 
states the new “$3.95 price leader” 
set-up does not mean any cheapening 
or sacrifice in the quality of the mer- 
chandise so priced but gives dealers the 
advantage of being in position to com- 
pete with low priced merchandise in 
that particular field and also -having 
price leaders on which to make a profit. 


Fire Pot Coiltrol 


This flame controlling burner unit 
can be used in most of the Clayton & 
Lambert fire pots now in service. It 
will fit fire pots Nos. 12-A, 22-A and 
24-A. Burner jet is fitted with a valve 
having a small Bakelite wheel. A pot 
of metal can be rapidly melted and 
then, by an adjustment of the flame con- 
trol valve, be held at the desired tem- 
perature until the melted metal is 
needed. Coiltrol conversion units are 
assembled at the factory and come 





packed in a box with instructions on 
the cover. A new model fire pot, No. 
44-A, incorporates the Coiltrol feature. 
Clayton & Lambert Mfg. Co., Detroit, 
Mich. 
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On every modernizing or new 
construction job there’s many 
opportunities for profit, and real service to 
your customers, with Macklanburg-Duncan 
Quality Products. Right now is the time to 
renew selling efforts on these practical, effic- 
ient and profitable items. Order needed 
stocks today. Merchants not acquainted with 
our lines should write for catalog and prices. 
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Numetai is the most modern, practical and efficient type of 
permanent weather strip. It is nationally advertised. Specified 
on many government jobs and widely specified and used by archi- 
tects, contractors and builders. Numetal is furnished only in 
straight lengths, handy individual packages for windows and 
doors, and cut-to-dimension for special jobs, as its many pat- 
ented and exclusive features does not permit coiling. Free sales 
and advertising cooperation that makes sales and profits for you. 














Not a putty, not a calking compound, but a separate, distinct 
product for glazing wood and steel sash, replacing old putty and 
all general patching purposes instead of ordinary putty. Nu- 
Glaze sets to a rubber-like consistency, does not dry out, crack 
or peel. Clean to handle—no “working up.” Nationally adver- 
tised. A real profit and volume builder. 
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A scientifically prepared plastic compound that does not 
dry out, run, crack or pull away. Nu-Calk meets govern- 
ment tests and has for years been considered the standard 
of calking quality. Packed in regular containers and also 
in our PATENTED “SPEED LOAD” for pressure calking 
guns—which saves 40 percent labor on every calking job ° 

























For linoleums, mattings, miscellaneous uses, in 
Alacrome (the new white metal), stainless steel, 
brass and zinc, all guages and all widths. Each 
roll packed in exclusive, patented dispensing carton 
which permits strip to be rolled out, or back into 
carton without opening carton. Pins packed in indi- 











vidual envelopes for each yard. 


Furnished in bronze and stainless steel. All num- 
erals and all alphabet letters in three sizes—334”, 244” 
and 144”. Nu-ART is a modern distinctive line that sells 
rapidly and profitably. Attention-getting display cases 
furnished free. We also supply all types of cast num- 
bers, letters, special signs. Write for detailed informa- 
tion. 


WRITE FOR DETAILED INFORMATION AND PRICES. REFER TO DEPT.A 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY, OKLA. 

























Interior Door Trim 


An entirely new interior door trim is 
previewed in the line of residential 
builders’ hardware for 1939 by the 
National Brass Co., Grand Rapids, 





Mich. Announced recently under the 
trade name “Duralin,” which denotes 
the new colorful plastic trims, the latch 
is a composite of the many popular 
features found in other lines. In the 
illustration the latch is shown semi-as- 
sembled so that each of the features 
may be presented: 1, tubular latch of 
cylindrical design, installation of which 
requires the boring of only round holes 


tion in “Duralin” of eight colors or 
metal in any standard finish; 3, 
“Duralin” knob bodies are molded on 
threaded steel cores and equipped with 
positive locking set screws; 4, knob 
insert tops are interchangeable with a 
range of tops in “Duralin” of eight 
colors or metal in any standard finish; 

“Duralin” is a durable plastic com- 
position of the same material and of 
the same color through and through; 6, 
individual springs apply against the 
latch bolt and knob spindle, which to- 
gether with the die-cut parts, provide 
an easy latch action and positive knob 
action; 7, locking device is distinctive 
in that it applies directly against the 
spindle and is totally independent of 
the latch—operates with thumb-turn 
inside and emergency key outside. Sup- 
porting the introduction of the tubular 
latch line is a stock contrel plan which 
provides a means of successfully han- 
dling the merchandise on a profitable 
basis from the start. 





Gardening Book 
The Union Fork & Hoe Co., Colum- 


bus, Ohio, has announced an entirely 
new edition, in 120 pages of rotogra- 
vure, of its manual “Better Gardening,” 
written by Harry R. O’Brien, the “Plain 
























and eliminates need of deep mortising; Dirt Gardener” of Better Homes & 
2, treatment of trim of each door may Gardens, with F. F. Rockwell, another 
be handled individually with a selec- nationally known horticultural author- 











RUE quality is embodied in a 

product only through unin- 
terrupted maintenance of the 
highest manufacturing standards 
and practices over a long term of 
years. Continuously maintained 
quality requires experience, sta- 
bility and a progressiveness that 
makes the best use of up-to-date plant and equipment, seeks out and 
applies the newest methods and materials, keeps both operating staff and 
management ever in step with the trend of the times. 


Quality has always been the very basis of R B & W policy for nearly a 
century—a policy passed along from worker to worker throughout the 
entire ee and reflected in the unsurpassed, uniform accuracy 
of every EMPIRE Brand Bolt, Nut and Rivet. 





You can meet all customers’ demands by maintaining a stock of RB & W 
quality products: Bolts, Nuts, Rivets, Screws and Washers furnished from 
large warehouse facilities which insure prompt delivery. 


SALES orrices: 
(ey DENVER * SAN v FRAN bes 
















ity, as collaborator. The book has been 
doubled in size and is profusely illus- 
trated, with over 150 photographs and 
80 drawings, diagrams, and tables for 
the guidance of home gardeners. It is 
being advertised in leading magazines 
at 25 cents a copy and offered to hard- 
ware jobbers and dealers at 10 cents 
to stimulate their customers’ interest in 
seeds, fertilizer, tools, insecticides, and 
other garden supplies. 





Nu-Art Wall Chart 


This attractive wall chart shows more 
than 100 Nu-Art items for kitchen sinks, 
bath rooms, walls, floor coverings, ta- 
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bles, desks and counters. All illustra- 
tions show end view detail in actual 
size. Chart is 16 by 24 in. and supple- 
ments a previous chart issued several 
years. The chart enables dealers to 
select the most suitable shape for each 
particular job and is also a convenient 
method of showing customers the most 
practical shape for any requirement. 
Back of chart shows suggested uses for 
Nu-Art items. Macklanburg-Duncan Co., 
Oklahoma City, Okla. 





Cushman Auto-Glide 


This ruggedly built machine powered 
by a 2 hp. engine has a large closed 
delivery box located in front of the 
driver. Capacity is 10 cu. ft. Will 
carry a 400-lb load. It balances on 
three wheels and short wheel base en- 
ables it to turn in a narrow street. 





Equipped with clutch, throttle, brakes, 
lights, horn, modern gear shift lever 
on steering column. Said to travel 
about 100 miles on a gallon of gasoline. 
Cushman Motor Works, Lincoln, Neb. 
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*“‘Snap-Cut” Sales Deal 


The popular “Snap-Cut” pruner sales 
deal, offered by Seymour Smith & 
Son, Inc., Oakville, Conn., costs the 
dealer $7.83 and has a retail value of 
$13.25. Deal consists of nine assorted 


pruners retailing from $1.00 to $2.00 
each. A handsome four-color display, 
as illustrated, is included, as well as 
a supply of circulars, pruning guide 
charts, window streamers, and sticks for 
testing the shears—all packed in a car- 
ton that can be reshipped. A “Snap- 
Cut” flower picker and pruner is in- 
cluded free. 


Garden Glove Premium 


As a premium with its Speedline gar- 
den tools, The Union kork & Hoe Co., 
Columbus, Ohio, is attaching to each 
tool a coupon entitling the purchaser 
to a 75-cent pair of Eezy Wear garden 
gloves at the special price of 40 cents. 
The gloves are of soft and pliable 
leather, allowing maximum freedom to 
the hands. The dealer is not bothered 
with premium transaction, since the 
purchaser sends his coupon and re- 
ceives the premium direct from the fac- 
tory. Other of the company’s sales- 
building features for 1939 include all- 
steel display racks for Union and 
Speedline tools and Razorback shovels, 





a new 120-page garden book, a free 
9-piece window trim based on oil paint- 
ings in full color, newspaper ad mats 
and folders, and educational work with 
garden clubs. 
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“And | want THREE of these 
New Du Pont Sponges!” 


Here’sa spring cleaning 
item that really clicks 
with your customers 











































































OM coast to coast women are 

discarding outdated cleaning rags 

to use this amazing Du Pont Sponge. 

And dealers who are featuring it are 
reaping big profits. 

The turnover’s fast. It has so many 
uses you can often sell several to a 
customer. Housewives will want one 
inthe bathroom, anotherinthekitchen 
for dishwashing, and a third for win- 
dows, woodwork or walls. Men find 
it great for car-washing. 

Here’s your profit set-up—and it’s 
a swell one! A dozen No. 8 Sponges 
cost you $5.40, sell for $9.00, give 
you a profit of $3.60. Profits on the 
25¢, 45¢ and $1.10 sponges are in 
proportion. Fill out and mail coupon 
today. E. I. du Pont de Nemours & 
Co., Inc., Cellulose Sponge Sales, 
Wilmington, Delaware. 


NATIONALLY ADVERTISED 
IN 

Saturday Evening Post, Good 

Housekeeping, Better Homes 

& Gardens, American Home 


Floats—absorbent—soft when wet— 
durable—can be sterilized by boiling 






E. I. du Pont de Nemours & Co., Inc. HA-3-9 
Cellulose Sponge Sales, 
Wilmington, Del. 


(- Please have wholesaler ship 1 dozen No. 8 Du Pont 








Sponges and bill me $5.40. 
(C) Please send me full information about the Du Pont 
Sponge. 
Name 
Address. 
City State 
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EXLOK 


POULTRY NETTING 


MADE WITH 
PERFECTED » 


LOCK-TWIST “qo 
he 
U. S. HEXLOK is recog- FY 
nized universally as the 
finest of all hexagon mesh 
poultry nettings. More 
uniform, more symmetrical 
in weave.... Stronger, 
more rigid in construction 
..-Rolls out Mat.... 
Stretches perfectly... . 
Retains its original shape 
longer... . Gives great- 
er all ‘round satisfaction. 


U. S. HEXLOK Poultry 
Netting is readily avail- 
able in one and two inch 
mesh, Galvanized Before 
or After Weaving; stand- 
ard widths from ib to 72 
inches. All Copper-Bear- 
ing Steel Wire. 


Ask your jobber or write 
for further information! 







U. S. STRAITLOK - the 
moriginal straight-line 
ultry netting - is woven 
ike farm fence... . Lies 
flat when unrolled... . 
Cuts ly and without 
waste... Stretches per- 
fectly without top-rail or 
baseboard . . . Costs less 
to erect . . . . Gives long, 
satisfactory service. 


Made of Copper-Bearin 
Steel Wire in one oa 
two-inch mesh, Galvan- 
ized Before or After 
Weaving; standard widths, 
12 to 72 inches. 


Sold only through the 
ame wholesale and re- 
tail trade. 


Ask your jobber or write 
for further information! 


INDIANA STEEL & WIRE CO. 
MUNCIE, INDIANA 
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Garment Hanger & Carrier 


One Master hanger, 





bracket. It is 
equipped with a convenient hand-grip 


door without any 
for carrying. Packed 12 to a box. 
Finished in cream or black—complete 
with brackets and screws. Ark Mfg. 
Co., 1035 Spring Garden St., Philadel- 
phia. 


Chain Sales Maker 
No. 38—provided with each complete 


chain assortment. It 
18 in. deep and 16 in. wide. 


\ SPACCO 
5) 
= i 


is 53 in. wide, 


Five dif- 


a 
Fee 
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ferent assortments are available. Amer- 


ican Chain & Cable Co., York, Pa. 





Seamless Aluminum Levels 





Said not to warp, swell or become 


distorted, and not to be affected by 
water or atmospheric conditions, also 
working sides and edges will not be- 
come hollow, indented or splintered. 
Have no openings or cavities to catch 
or hold mortar; no brass binding or 
brass ends; no screws, rivets or tacks. 
Have large bead in vials for easy read- 
ing. The company is also making 
available a new set of catalog pages 
which are being furnished jobbers upon 


request. Each set contains 24 pages, 
12% in. wide and 12 in. high with 





cares for 12 
garments and hangs on a screw, nail, 
bracket, or may be placed on top of a 











large margins, permitting jobbers to 
punch and trim them to fit their cata- 
logs. Goldblatt Tool Co., Kansas City, 
Mo. 


Bond Three-Color Light 


Bond Electric Corp., New Haven, 
Conn., has announced complete with 
batteries, a No. 2819 two-cell 49-cent 
focusing flashlight and No. 3919 three- 
cell 89-cent focusing searchlight in 
combinations of red, chrome and black. 
The Bond lock-on and lock-off switch- 
standard equipment on both lights— 
alternates in color in the two-cell light 
with a choice of either red or black 
lens shell and end cap on chromium 
plated barrels. The searchlight type 


comes with red switch and black head 
and end cap on chromium plated bar- 
rel. Both lights have candlelight fea- 





ture, octagonal non-rolling lens ring and 
standard design lens shell. Lights are 
available only in deals CK98 and 94. 
The former consists of six No. 3919 
searchlights in individual cartons and 
48 No. 102 Bond Super-Service Mono- 
Cells and pyramid counter display tray. 
The latter deal consists of six spotlights 
in a patented Si-Me twin counter dis- 
play and 48 No. 102 Bond Mono-Cells 
in similar display tray packing. 


Mitre Kit 


No. 515—includes mitre box and a 10 
in. saw. Guide post of box is accurate- 
ly indexed for cut of 45, 6744, and 90 
degrees, both right and left. Saw has 
a cutting depth of 24% in. Will handle 
wood sizes up to and including the com- 
mercial 2 by 2. Central guide post is 
of heavy, cadmium plated steel. Box 
is of kiln dried hard wood, oil finished. 
Suggested retail selling price, complete, 
$2.50. The Baker, McMillen Co., 
Akron, Ohio. 









HARDWARE AGE 














laven, 
with 
9-cent 
three- 
it in 
black. 
witch- 
thts— 
light 
black 
mium 
type 
head 
bar- 
fea- 





and 
} are 


3919 
and 
ono- 
ray. 
ghts 
dis- 
‘ells 


1 10 
‘ate- 


has 
idle 
om- 
t is 
Box 
ed. 
ete, 








Try This Test 
Lay one of these new ABW 
Solid Shank Shovels ona 
table or desk, balanced with 
the blade and socket project- 
ing over the edge of the table 
and the handle poised free of 
thetable. 

Then tip the blade down to 
either side, release and watch 
the shovel right itself. This is 

















the perfect balance which no 
other solid shank shovel has. 
















@ A new re-designed socket gives to 
the ABW Solid Shank Shovel a per- 
fect balance. The new high bend has 
achieved for this famous shovel a 
balance unequaled in any other solid 
shank shovel. 


To the users of shovels this is a most 
important development and one that 
will be welcomed by buyers of shovels. 
Added to this exclusive feature ABW 































Solid Shank Shovelsare equipped with 
the famous Shock Band, which gives 
more handle strength to the shovel. 


Made from one solid bar of steel ABW 
Solid Shank Shovels are the strongest 
shovels made, give the longest service 
and with their perfect balance, make 
for easier shoveling. Ask your jobber 
about this new re-designed bend and 
the perfect balance. 


AMES BALDWIN WYOMING CO., Parkersburg, W. Va., North Easton, Mass. 
ABW Products: Shovels, Spades, Scoops, Forks, Hoes, Rakes, Post Hole Diggers, Agricultural Handles 





AIR DRIED SPRUCE 





Display samples phn National Hardware Week. 


THE INCREASING DEMAND 
FOR LADDERS 
IS FOR GOOD LADDERS- 


























Taper 
Single 








BATH. 


SPRUCE LADDERS 


Be Sure— 
Be Safe— 


How’s Your Stock? 


SEND FOR BOOKLET 
AND PRICE LIST 


W. W. BABCOCK CO. 


Watch the results. 








FULL STRENGTH IN 
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VLCHEK WRENCH SET 


BRINGS ‘EM BACK 
A'BUYING 


Made of drop forged, tem- 
pered carbon steel with panel 
bar and parabolic heads. 


Hinged container attractively 
enameled. 


A set that answers the me- 
chanic’s needs for various kinds 
of mechanical jobs. A set you 
can sell with good turnover and 
good profits. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. 


Cleveland, Ohio 














QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 








Hydraulic “Clipper” 


A tree pruner that operates from the 
ground. Cuts dry limbs up to two-inch 
diameter, flush with the remaining 











pe 


limb. All vital parts are made of 
finest tempered alloy steel. All parts 
wre interchangeable. Poles are made 
of airplane spruce. Sections fitted with 
steel sleeves are securely locked. Re- 
movable blade is held by set sczew and 
can be reground. Total weight, includ- 
ing, 16% feet of pole is 8% lbs. Comes 
fully equipped, with three 5%4-foot 
sections of poles with sleeves and one 
extra blade and retails for $29.50. 
Total length 20-feet. The Bernay 
Equipment Corp., 743 Fifth Ave., New 
York City. 


Republic Nail Catalog 


Republic Steel Corp., Wire Division, 
Chicago, IIl., announces a new, deluxe, 
52-page catalog—No. WD-207—on 
nails, containing size, length, gage, 
number, diametes' of head, approxi- 
mate number to pound and description 
of 62 types of nails. Standard extras 
per 100 lbs. are shown on an insert 
bound into the book. One section of 
the book is devoted to a history of 
nails and description of the manufac- 


ture of wire and wire nails. Another 
feature is the description and illustra- 
tion in arf enlarged scale of the six 
common nail points—diamond, blunt, 
chisel, needle, duck bill and side. In- 
formation on other Republic wire prod- 
ucts includes staples, bolts and nuts, 
wire, bale ties, fence, barbed wire, fence 
posts, formed steel roofing and siding. 


Grinder Assortment 


Hardwaze assortment “A” of Vindex 
grinders and sharpeners consists of 
three household sharpeners; six hand 
tool grinders, 21 bench vises, and three 
anvils and hardies plus a free display 
rack. Rack is finished in orange 
enamel. Lettering is in contrasting 
black. Height of rack is 29 in. Feet 
are 15 in. long. Can be used on 
counter, table or floor, as a permanent 
fixture. Vises range in size from 1% 






“ 


ij 
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in. to 3 in. jaws and from two to 10 lbs. 
in weight. All items are finished in 
Turquoise blue, baked art metal finish. 
National Sewing Machine Co., Belvi- 
dere, .Ill. 








Dietz Direction Signal 

Are of dual or single type arrow, 
supplied in sets containing one to four 
lights. Design of signal arrows is said 
to assure unmistakable understanding 
of the direction indicated for the turn. 
Illumination is sufficiently powerful to 
give a clear signal at more than 100 
feet in bright sunlight or darkness. It 
is amber color to provide visibility in 
fog. Signals operate on a current of 
six to eight volts. Switch is contained 





in arm mounted on steering column 
close under steering wheel. Switch 
has an operating lever and also pilot 
light that remains lit during time 
switch is in “on” position. Lights are 
finished in chromium plates, chromium 
trimmed black enamel or dull black 
enamel. Steering column switch is 
chromium trimmed black enamel. R. E. 
Dietz Co., 60 Laight St., New York City. 
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To Move Rapidly 


New —radically different 
fromall othervises! Hand- 
iest general purpose vise 
made. Readily attached to 
work bench or saw horse. 
QUICKVISE can be in- 
stantly adjusted to hold 
work at any angle. Easily 
detached and carried any- 3 
where (weighs only 3% 
lbs.). Can be lowered be- 
low bench level —out of 
way when not in use. Can 
also be quickly detached 
and used as clamp, with- | | 
out disturbing base. -_— 


QUICKVISE is ideal for beveling and other work. Built to last. 
Carpenters, cabinet makers, electricians, dentists, jewelers, opticians, 
key makers and men with home workshops will all want this handy 
inexpensive vise. Priced to 
retail at $3.00 with gen- 
erous discount. If your 
Jobber hasn’t stocked 
QUICKVISE, write us for 
name of nearest distribu- 
tor, as we protect our Job- 
bers. Send for Folder. 





Reputable Manufac- 
turer’s Agents 
Solicited 
Best from tvery Angle 


EMCO MANUFACTURING CO. 


784 Gladys Ave., Los Angeles, Calif. 
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the ALABASTINE Paint Plan 


And that’s exactly what we mean — one oil paint agency to a community 
— one independent dealer. Is it going to be you in your community? 
Are you going to be the one to cash in on the world famous Alabastine 
trade mark and the complete line of fast moving profitable Alabastine 
Products? You are fully protected. Alabastine operates no stores or 
branches to compete with you, sells no chain stores, no department 
stores or mail order houses — makes one brand — the brand you handle. 


Real Cooperation 


You receive the exclusive benefit of the 
ALABASTINE MERCHANDISING 
PLAN — Monthly Sales Deals — which 
are guaranteed to increase your volume, 
your turn over and your profits. It’s a 
business getting plan —and it works. It 
will work for you. Write for details of 
our AGENCY FRANCHISE today. 

















QUICKVISE Is Priced Right 





























; =4 ALABASTINE COMPANY 
SS GRAND RAPIDS - MICHIGAN 
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WE FOUND WE 
HAD TO SELL 
THE LAST 10% TO 
MAKE A PROFIT 
- AND WITH 
DRUMS THE LAST 
10% IS OFTEN 
GONE 






































POL-MER-IK 
LINSEED OIL 


IN CANS 


WE MAKE A PROFIT 
ON EVERY SALE! 


YOU'VE got to sell All of whatever you buy to make a profit. 
When you feature Pol-mer-ik Linseed Oilin Cans your profits 
are sure and certain. You buy a can — you sell a can. There 
are no losses — no shrinkage — no foots, no over-measuring. 
You eliminate all the usual bulk selling losses. With Pol-mer-ik 
in Cans you make money on evéry sale of linseed oil. At the 
same time you deliver a greater value to your customers. Be- 
cause Pol-mer-ik gives them, at No 
Extra Cost, the Extra Value of 
Cooked Oil, which in turn gives 
better brushing arid leveling, better 
gloss and luster, greater durability. 
The new way to make greater prof- 
its on linseed oil is to feature Pol- 
mer-ik in Cans. Use the Coupon. 
Get Complete Information. 


BWBAWBRBBBBBBBBBBBBBEEBE EE 


P 

: ARCHER-DANIELS-MIDLAND 

+ COMPANY H-398 

§ Roanoke Bldg., Minneapolis, Minn. 

¢ Send Full Details on Pol-mer-ik Lin- 

; seed Oil in Cans — and the Extra 

4 Value of Cooked Oil in Paints. 

A SIZE FOR EVERY PAINT ; 6, dobchidiaacoudie.d.b/a. de eadoniee 
JOB 7 

PINTS, QUARTS, 1, 2, 5 IE EE OT EET OTT TE 
gallon containers. Available , 

2 iaauamie 3, : EE FMP OC Ee RRS 5555's: 
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TALK LUFKIN—IT PAYS 


a 


[ 


“FOR SALE” 


In making a Lufkin Precision 
Tool, one thought is kept con- 
stantly in mind: “It's for sale.” 
It must be better than the rest. 
Men who use it must prefer 
it to all others. 


By giving it that kind of start, 
by helping it along with ad- 
vertising, and by providing 
dealers with a fair sales 
policy, a Lufkin product 
quickly finds its way to the 
hands of a satisfied owner. 
And dealers find that “it pays 
to talk Lufkin.” 


For information on the com- 
bination set shown here, or 
on any of the hundreds of 
other Lufkin Precision Tools, 
refer to catalog 12A. or write 
direct for copy. 


OF A/N 


SAGINAW, MICHIGAN . New Y 


TAPES - RULES PRECISION TOOLS 

















National Hardware Week 


(Continued from page 68) 


man has generally taken it for 
granted that his trading public 
knows he is in business and 
will surely call at his store if he 
needs anything in hardware. 
Accordingly, any united move- 
ment like National Hardware 
Week is bound to be helpful in 
demonstrating that the local 
merchant is a live, up-to-the- 
minute personality, ready to 
supply his trading area with all 
the gadgets and contrivances so 





The Aluminum Goods Mfg. 
Co. is featuring this three- 
quart, safety lid strainer pan. 


necessary for the peace, com- 
fort, and happiness of today’s 
American family. We are plan- 
ning to contribute everything in 
our power to promote the suc- 
cess of this undertaking.” 
The Aluminum Goods Mfg. Co., 
Manitowoc, Wis., has a new three- 
quart safety-lid strainer pan which 




























This scythe stone display is 
featured by Behr-Manning Corp. 


will retail at a special price of 98 
cents ($1.10 in the extreme south 
and west). 

Rochester Mfg. Co., Inc., Roch- 
ester, N. Y., announces several 
new assortments which will be 
available. Eight in all, these as- 
sortments will consist of three 
new displays and five special as- 
sortments covering the entire 
Rochester thermometer line. Com- 





Four of Landers, Frary & Clark’s offerings. Top—The automatic 
iron and ironing table. Bottom—Universal oven and free table. 
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-EXTRAz GREAT FILTERS! 


[auth euerg CORY COFFEE BREWER| 


NATIONAL HARDWARE 
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FEDY! NO META 
FILTERS ARE SP di 
eREW MARVELOUS COFFEE AND 


Quick Moving Deals for 
NATIONAL HARDWARE WEEK 


Your jobber has complete data on special balanced 
assortments of CORY Coffee Brewers, with window display 
and supply of dealer helps... including special National 
Hardware Week streamers... all packed in one conven- 
ient shipping carton. If your jobber hasn't given you 
details, write, phone or wire your jobber, or us, today. 


GLASS COFFEE BREWER CORP. 
325 North Wells Street Chicago, Iilinois 








BATHROOM CABINETS 
AND ACCESSORIES: :: 


MIAM 





BEAUTIFY BATHROOMS 


Profit from the trend to 
more beautiful bathrooms. 
The complete Miami line— 
over 140 models—will enable 
you to get the major share 
of this business. Nationally 
advertised. Write Dept B 
today for new Catalog. 


THE MIAMI CABINET DIVISION 
The Philip Carey Company 
MIDDLETOWN, OHIO 
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Renting a SPEED-O-LITE 
A plan that has never failed to produce 
larger incomes in the form of sander rentals 
and extra sales of paint, varnish, fillers, 
shellac, wax, polish, sandpaper, and other sup- 


plies. Let us explain how it is being used 
successfully by numerous hardware stores. 


You will be convinced that your 
paint department can easily 
turn out a much larger volume 
throughout the year. Our rec- 
ords reveal that 625 dealers re- 


port an average of $4.68 a day 
NO DUST 


NO DIRT 
NO MUSS 


in sander rental incomes, plus 
an extra $4.23 daily income 
from the sale of sandpaper, var- 
nish, and other materials. 


HERE’S THE PROOF! 


ACTUAL SALES RECORDS OF 


40 
9 18 CHICAGO, ILL. 
$ 67 in 13 Mos. $ 00 j . 
1557 pophirniignsoval 910 pratonatogeay 
00 in 7 Mos. 00 i . 
*1000 nai. I. *400 Messe tego 
PROVE CONCLUSIVELY THAT EXTRA PROFITS 
ARE YOURS IF YOU ACT. PROMPTLY! 


The Speed-O-Lite offers you the profit-making chance of a lifetime. Take 
advan of this positive source of additional income. In the next few 
months sands of floors will need refinishing. Hundreds right in your 
own “ee a end a bigger building boom is creating this 
need.. So, cash in on this big demand. Don't delay! 


Another BIG PROFIT OPPORTUNITY with the 
NEW PORTABLE, DUSTLESS DISC SANDER 


A perfect running mate for the Speed-O-Lite. 
Sands, edges, stair treads, window sills, trim, 
closets, desk and table tops and hard-to-get-at 
places. Rents for up to $3 per day. High speed 
7” flexible sanding disc conforms to all uneven 
surfaces. Equipped with powerful floodlight to 
spotlight work in dark areas. Vacuums up al! 
dust and dirt. Add up the total incomes of 
both sanders plus the extra sales of sandpaper 
and floor finishing materials, and your sales 
records will show the biggest Profit in years. 
Write today for Free Trial Offer and ‘'Pay as 
You Profit Plan!" 


LINCOLN-SCHLUETER 


12 WEST CRAND AVENUE CHICACO ILLINOTS 


INCLUDING 


in 12 Mos. ne 
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Consistent leadership in sales for over 
sixty years tells the story of “Little 


Giants’” popularity. In that time pro- 
gressive hardware merchants have 
profited handsomely from the sale of 
over one million “Little Giant” screw 
plates, more than all other makes of 
screw plates combined. 


Cagey buyers always demand “Little 
Giants” every time they need a screw 
plate that is “tops” in quality. 


Profits are faster and bigger when you 
sell “Little Giants.” Call your jobber 
today. 





GREENFIELD TAP & DIE CORP. 


Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort St. 
Warehouses in New York. Chicago, Los Angeles and 
San Francisco 


In Cunt Greenfield Tap & png Corp. ‘of 
Canada, Ltd., Galt, 


GREENFIELD 
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Alliance Mfg. Co. is offering 
the Doo Klip grass shears 
for National Hardware Week. 


plete details will be available 
about March 10. 

Damascus Steel Products Corp., 
Rockford, Ill., has prepared a 
special wholesalers’ catalog page 
containing many Hardware Week 
specials. The merchandise is all 
standard Dasco quality offered at 
attractive prices which the com- 
pany states are the lowest in its 
history. The items are cutting nip- 
pers, staple pullers, cold chisels, 
cold chisel assortment, all-steel 
wood chisel, quality punches and 
punch assortment. 

Alliance Mfg. Co., Alliance, 
Ohio, in its national spring adver- 
tising campaign for Doo Klip grass 
shears will use copy featuring Na- 


Nesco 
offerings— — 
Above 
are the 
oval 
waste 
baskets. 
Right— 
Diamond 
white, 
with red 
trim 
enameled 
ware. 









tional Hardware Week and “ 
your nearby hardware dealer” as 
well as features of the shears. 
Both the standard Doo Klip and 
the long-handled Doo Klip will be 
shown in the ads. In addition, the 
company has originated a new 
counter merchandiser display, one 
of which is packed with each half- 
dozen Doo Klip shears. 

The Union Fork & Hoe Co., 
Columbus, Ohio, is using the in- 
side front cover of Successful 
Farming in March, to call atten- 
tion to National Hardware Week 
dates, and slogan, in color imme- 
diately above the Union tool rack. 
Similar prominent mention will 
appear in ads in the Country Gen- 
tleman, Farm Journal, and other 
leading magazines going to a to- 
tal of over six million farm homes. 
Landers, Frary & Clark, New 


Britain, Conn., is mailing an at- 
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SELL WICK 
THE UP-TO-DATE, 


PROFITABLE 


F you are still selling roll wick by antiquated 

methods that get you nowhere, snap out of it! W 

Thousands of dealers who have switched over to 
the Flamemaster Dispenser—the up-to-date way— 

a boosted their wick sales to an amazing volume. 

i sells more wick by display- 
ing it properly. Puts new life into your wick busi- 
ness and makes wicking a worth while “depart- 
ment."" Modern merchandising set to the music of 
the cash register. 

Cuts out time loss and waste of stock caused by 
mistakes in cutting. All rolls plainly marked for size. 
Stove Guide on front of Dispenser gives correct 
lengths for all popular makes of stoves and ranges. 

You give your customers a ‘Rock Weave" 
wick of the highest quality and unequalled 
performance when you sell them ‘'Flame- 
master."’ That buiids good will and brings 
repeat orders. 

And—get this—your profit on 
meter" is 300% or better. 

PECIAL DEAL * *. of 

Flame- 
master Wick (4 rolls of 109 
#. gaunt in these pepster widths: 

- IZ" - 1%". Deal- 
er's Net $9.25 Delivered. All- 
metal DISPENSER FREE. At- 
tractively lithographed in 3 
colors. Weight only !9 Ibs. 
FREE DEALER AIDS included 
in Special Deal. 

Order today: Write your name and 
address plainly on margin, clip ad 
and forward to your jobber. If he 
can’t supply you send us his name. 


Ask for ——. © Cut-to-fit FREE 


TRIPLEWEAR, PATERSON, N. J. 










"Flame- 


Pat. applied for 


FLAM oa 
DISPENSER 


(Reg. U. S. Pat. Off.) Sold exclusively through Hardware Jobbers. 






















More Sales 
| More Profits 











with 


RICH 


LADDERS 


Rich Ladders are famous for 
their safety and long life... 
that is why they are easier to 
sell than ordinary ladders... 
are more profitable. 


Be prepared for the spring 
needs of your customers. See 
your jobber, or write. 





















MARCH 9, 


1003 Depot Street Cincinnati, Ohio 


1939 





THE RICH LADDER & MFG. CO. | 





Each 


time you offer Samson Spot 


Sash Cord it is with the 


knowledge that it will give at 
least twenty-five years of sat- 
isfactory service. That is why 
architects and builders con- 
tinue to specify and use it. 
They don't like to take 
chances. Why should you? 


Or your customer? 


Samson Spot Cord has been nation- 
ally advertised for forty years. The 
advertisement below is one of a 
current series reaching architects and 
builders — your customers. 


SAMSON 
SPOT SASH CORD 


Made in only one quality—the best we can 
make after more than half a century's experi- 
ence. No sash cord can be too good. One re- 


placement job makes the cheapest cord cost 


more for a whole house than Spot Cord. It 
outwears any other material, and is 
noiseless. Substitution can be readily 
detected, because the Colored 
Spots (Reg. U.S. Pat. Off.) iden- 
tify it. Write for samples and 
specification data 
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GARDENE4 LAWN 
AND “iS TOOLS 


GARDEN GROWER 
... an Important Spring ltem 


Combines 3 tools in 1... cul- 
tivator, weeder, mulcher. No 
stooping, no squatting, no hand 
hoeing . . . appeals strongly to all 
home gar- 
deners. In- 
cludes steel 
weeding 
knife and 
leaf guards. 
2 sizes: 84%” 
x 1034” strip. 
Finest tool 
of its kind 
built! 


MOST COMPLETE LINE 


of Home Gardening Equipment 
@ Hand Cultivators 
@ “Out-U-Kum"' Weed Puller 
@ Dandelion Puller 
@ V-Point Weeders 


The Standard of Quality 
for nearly Half a Century 


WRITE for er eo 


fame of 
“INDEPENDENT” 
whelesaler. 


C. S. NORCROSS & SONS 
Le 

















eo SHERMAN 


NOZZLE 





(Patented ) 


“ACRES of DIAMONDS” 


was a widely read book. It had popular 
appeal, The SHERMAN Diamond is a 
widely sold nozzle—it appeals to millions 
of users of lawn and garden hose. It is as 
smooth inside as outside—its big smooth 
waterway throws more water, farther. It is 


The Only Full Size 
Nozzle to Retail 
for 35 Cents 


lis sturdy Wrought Brass construction 
makes it extra durable. The spray point is 
always accurately centered, resulting in an 
even spray. Has positive shut off. You can- 
not sell a better hoze nozzle. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Michigan, U.S. A. 











tractive and colorful—red, blue 
and white—folder to hardware 
dealers calling attention to the 
many Universal Hardware Week 
specials. In addition, these spe- 
cials will be included in a full- 
page advertisement of The Satur- 
day Evening Post, May 6. The 
items are: Universal oven with 
free table to retail for $29.95; 
turn-easy model toaster, $2.95; 
food chopper, $1.69; utility set. 
$1.25; health scale, $3.95; pint 
vacuum bottle, 98 cents, and spe- 
cial combination offer of the auto- 
matic wrinkle-proof iron and 
“Rid-Jid” ironing table, $9.95. 
The advertisement calls atten- 
tion to National Hardware Week 
in a forceful manner with a large 
bannered headline. The copy 
urges the consumer to “drop in 
on your hardware dealer today. 
He will gladly demonstrate that 
his store is the logical place to 
purchase housewares, home fur- 
nishings, paints, utensils, cutlery, 
tools, hardware and other mainte- 
nance items for the household. . . . 
As to his prices, they are little if 
any more than what you pay for 
inferior goods sold without re- 
sponsibility or without service.” 
National Enameling and Stamp- 
ing Co., Milwaukee, Wis., is of- 
fering four items of its Vitreo- 
Steel enameled ware line as spe- 
cials: Imperial sauce pan set, No. 
1239, 99 cents; No. 1806 six-cup 
capacity percolator, 99 cents; No. 
1158 double boiler, $1.29, and 
the No. 1468 tea kettle, $1.29. A 
deal, No. 79, will be offered in 
the company’s Diamond white 
enameled ware—-white with red 
trim—comprising popular items 
such as a double boiler, water 
pail, oval dish pan, convex sauce 
pan, convex covered sauce pot, 
percolator, tea kettle, and sauce 
pan set. These items regularly 
retail for $1.25, but the company 
states that during Hardware Week 
they may be specialed with a good 
profit for 69 cents in base terri- 
tories and slightly higher retail 
prices in the far West and South. 
The new Nesco handled mixing 
bowl is also offered at a price to 
permit its promotion at 49 cents 
each; finishes, yellow with black 
trim or red with black trim. Oval 
lithographed waste baskets are 
priced to sell at a 29-cent special 
each. The No. 954 Golden Fluff 








cake pan is another special at 49 
cents. 

A special promotional page 
covering Nesco Hardware Week 
specials is being prepared. This 
page will fit wholesalers’ catalogs 
and carry complete information as 
the number, size, price and other 
specifications about the items. 

The company states: “It is 
our belief that the retailer who 
concentrates his effort on qual- 
ity standard merchandise at at- 
tractive prices will do more to 
increase the popularity of the 
hardware store as a shopping 
center than if he used inferior 
merchandise at low prices. It 
is our hope that National Hard- 
ware Week will establish itself 
as a permanent promotional 
activity and one which will be 
instrumental in making the 
hardware store a more popular 
shopping center for the Ameri- 
can housewife.” 

Additional expressions on Na- 
tional Hardware Week from 
wholesalers have also come to us. 
Buhl Sons Co., Detroit, Mich., ad- 
vises that it intends to prepare a 
two-color circular which will con- 
tain about 20 seasonal items 
with special emphasis upon the 
reason why the consumer should 
shop at the hardware store. A 
newspaper ad will be used in The 
Detroit News and the Detroit 
Times during Hardware Week. 
To assist a dealer further in tying 
in with these ads, the company 
will supply him with newspaper 
reprints, window trim and two 
sizes of price cards pertaining to 
the items that will be shown in 
the newspapers. 

Townley Metal and Hardware 
Co., Kansas City, Mo., is promot- 
ing National Hardware Week 
through its sales force. A_ bul- 
letin has been distributed among 
the force calling attention to the 
Week and also to the display kits. 
The salesmen were urged to bring 
it before their dealer accounts and 


to take orders for the kits. Also 
in the bulletin the company 
stated: “We believe Hardware 


Week is a very good idea. We 
will have a special out in April 
which will feature items to be 
sold during National Hardware 
Week and we certainly expect 
your cooperation in selling these 
displays.” 
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FREE! 
3 
McKINNEY 
MAIL 
) | BOXES 


No. 694 K 


NATIONAL HARDWARE WEEK SPECIAL No. 39 


No. 692 DJ No. 693 DJ 


Cash in on the Spring Demand for 
MAIL BOXES 


ORDER ONE OR MORE 


FROM YOUR JOBBER NOW! 


McKINNEY MANUFACTURING COMPANY 


No. 695 K 


McKINNEY 
SPECIAL No. 39 
ONE DOZEN MAIL BOXES 


List Price 


3 Only No. 692 DJ .... FREE 
3 Only No. 692 DJ $3.00 
4 Only No. 693 DJ $9.60 
1 Only No. 694 K $3.90 
1 Only No. 695 K.. $5.30 

$21.80 





PITTSBURGH, PA. 

















239 West 39th St.. 


Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick. tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
New Yerk City 
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DOUBLE TIP-TOP SALES 
ew DISPLAY 





SPECIAL $5°° DEAL 


Your Cost Retail 
A—28 inch TIP-TOP 






DEMONSTRATOR $1.20 
B—6 TW-TOP TUBES FREE $1.50 
C—2 DOZEN TUBES 3.80 6.00 
CARDED —_ 
5.00 7.50 
YOUR PROFIT 50% You Pay 5.00 


PROFIT 2.5 






+ DEMONSTRATOR 
SELLS TIP-TOP 
100% FASTER 


(og 


Ws 
; CEMENT 
A TRANSPARENT ENDER 


rv 


a ee] 


ORDER 
Now! 


You can get either 2 cards of solder, 2 
or one of each on this Special 
Deal! Act NOW! 
TIP-TOP PRODUCTS CO. 
Dept. BM - Omaha, Nebraska 
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As Modern 


TOMORROW 


This streamlined beau- 

$29.50 ty is the new Delux 

16-inch SIGNAL 

3-speed Fan. It is mod- 

LIST ern in styling and en- 

; gineering. Some of the 

be york outstanding features 

baked. on are enclosed oscillat- 

enamel, pol- ing unit with push but- 

ished —- ton control, slow speed 

num bisde’ motor, greater air de- 

um plated livery, wide sweeping 

guard. fan blades and unus- 
ual quietness. 


Write for 1939 Fan Catalog and prices 
SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


Offices in all principal cities 


4 


ALLIGATOR TIME! 


@ Year in and year out hardware and 
implement dealers have made money 
out of Alligator Steel Belt Lacing—made 
money because Alligator is used every- 
where that belts are used—made money 
because a small stock of Alligator will 
show a remarkably good turnover. Don’t 
let this profitable business get away, 
because you can’t deliver when the 
emergency calls come in. 

Check your stock of re today and 
order from your jobbe: 

FLEXIBLE STEEL LACING co. 
4616 Lexington St., Chicago 


For 30 


ALLI GATOR 


6 


STE E L BELT WNGINe 




















California-Convention 





(Continued from page 103) 


ing a chain store operation out of 
the staple hardware lines, inde- 
pendent hardware dealers can longer 
maintain their identity than in 
many other trades. They are favor- 
ably affected by the improved 
building and home improvement 
programs. Hold your customers, ad- 
vertise, and by careful watching of 
your affairs play safe and you will 
be intact in 1940.” 


Advice to Salesmen 


Hughes M. Blower, regional su- 
pervisor of distributive occupations 
of the state Department of Educa- 
tion, defined dealers and salesmen 
as “manufacturers of mental values.” 
He asserted that “the customer is 
in an abnormal mental state—easily 
irritated, more critical than usual, 
not able to make decisions and with 
a feeling of inadequacy.” By knowl- 
edge of people and merchandise, 
and by creating a higher value for 
a piece of merchandise in the mind 
of the customer than that written on 
the price tag, the clerk can make 
sales. Mr. Blower quoted a survey 
showing that of 100 customers who 
stopped trading at a certain store. 
63 had stopped because they were 
imperfectly waited on, and only 10 
because of the merchandise. 


Resolutions 


Following a summary by Hobart 
M. Thomas of ammunition sales 
records required by law, the con- 
vention went on record asking an 
amendment of the National Fire- 
arms Act which would exempt shot 
gun and small bore rifle ammuni- 
tion from the classifications on 
which records must be kept. 

Other resolutions thanked the 
speakers and put the Association on 
record as following whatever course 
the National Association takes with 
regard to the Chain Store Tax Act. 


Elections 


Twenty-five Year Association mem- 
bership certificates were presented 
to the following stores: Golden 
Gate Hardware Co., Oakland; Hol- 
ser & Bailey, Santa Maria; Frank 
Bremer, Yuba City; Frank Ruggles, 
San Francisco; and Sanger Hard- 
ware, Sanger. 


Officers reelected were Fred R. 
Bamman, Oakland, president; Le- 
Roy Smith, San Francisco, manager- 
treasurer, and G. W. Linder, Tu- 
lare; M. E. Ish, Salinas; L. L. 
Bryan, Fortuna, and F. H. Johnson, 
San Luis Obispo, directors. C. F. 
Bryan, Oakland, was elected first 
vice-president; F. C. Holman, So- 
nora, second vice-president; and A. 
W. Templeman, Los Gatos, and 
Charles E. Ruggles, San Francisco, 
directors. Reelected to the advisory 
committee were: F. L. Parker, 
Chico; H. M. Weeks, Sebastopol, 
and A. W. MacKillop, San Fran- 


cisco. 


Nebraska Convention 
"(Continued from page 90) 


not know these facts. Nationai 
Hardware Week is not a panacea 
for all the dealers’ problems but it 
is intended to make the consumer 
more hardware’ store conscious. 
Showmanship is needed to make 
hardware stores look as_ though 
something really unusual is going 
on, he declared. 


Selling Paint 


A paper, “Sell Paint,” written by 
Granville M. Breinig, manager, 
paint division, Pratt & Lambert, 
Inc., Buffalo, N. Y., who was unable 
to attend the meeting, was read by 
Frank Fogarty of the Omaha Cham- 
ber of Commerce. Dealers were 
urged to sell a quality product by 
informing consumers of the ad- 
vantages of using good paint, check- 
ing sales of different sizes and colors 
to be sure not to stock numbers that 
remain on the shelves too long. 
There must be a turnover on paint 
stocks at least every three or four 
months and those selling _ paint 
should have a knowledge of harmo- 
nizing colors, he said. Sales clerks 
need the desire to render unusually 
friendly service if they wish to suc- 
ceed. 

Tom Collins, assistant to the pub- 
lisher, Kansas City Journal, Kansas 
City, Mo., told dealers to keep their 
sense of curiosity alive, remember- 
ing that another person’s idea is 
not necessarily incorrect because it 
is different from your own. Dealers 
must like the people they serve and 
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\\ SPECIAL DEAL 


for 
NATIONAL HARDWARE WEEK 


Items to be retailed at 
special prices as shown 












Ask your jobber for com- 
plete details. 





EAGLE MANUFACTURING COMPANY 


WELLSBURG WEST VIRGINIA 











BOMMER 


SPRING HINCES 


ARE THE BEST 


In the Ever Ready spring hinges the use of a 
hanging strip is eliminated. They are simple 
to apply and require only a small mortise into 
edge of door. 





=) 


Follow the line _~|9 
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of least resis- 
tance. Sell 
BOMMER 
products 
Type 3029 Type 3000 


Bommer Spring Hinge Co., Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 

















Time to (Suy Bucheye 
aN yp fp ALUMINUM 


SPCCIALS 


AT YOUR 


REGULAR 
PROFIT 








Imprint Furnished 
s With Each Deal. 


Sales come easily and PROFITS are good when you feature beautiful, 
modern Buckeye Ware. We help you promote with a FREE Handbill 
(9"' x 14") to distribute, or mail with statements. 

Yes, it’s "TIME TO BUY''—see the Buckeye salesman or write us for 
sample handbill and full information. 


& 
F Handbills with your 


MADE AND GUARANTEED BY 


THE BUCKEYE ALUMINUM CO. = WOOSTER O. 
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YEAR 
ROUND 
( USES... 


Mean Year ’Round Profits 


@ They use “Black Leaf 40,” every month the 
year around: every person who grows flowers or 
vegetables, raises poultry or livestock, or owns 
shrubs, evergreens or fruit trees is a potential 
user of “Black Leaf 40.” Because “Black Leaf 40” 
has so many uses, the constant demand for it 
means steady profits for you the year 
around. 


Get your share of “Black Leaf 40” 
profits. Tie in with the vast nation- 
wide campaign in over 4,000 magazines 
and newspapers by displaying “Black 
Leaf 40” in your store. Check over all 
your sizes of “Black Leaf 40”—today. 
Be ready for the big demand that 
means profits the year around. 








ae 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. ER 
INCORPORATED @ LOUISVILLE, KENTUCKY 








POISONS 
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YOU make the SALES 


When pesky, filthy, destructive rats and mice 
start moving in the spring — that's the time 
people see them —loath them — want to get 
rid of them. Put Victor Traps on your coun- 
ters—the rats and mice will do the selling 
for you. Order from your jobber. 


VICTOR 


MOUSE and 
RAT TRAPS 


Animal Trap Company 
of America, Lititz, Pa. 


You 


LEARN 
TO 
DEPEND 


ON 
FRANTZ 























Ol timers who have used 
FRANTZ BUILDW ARE 
for years aren’t easily 
shifted to other lines... roast 
other stores. Their out- pn of pm 1 
spoken preference and | the-Corner 
respect for the Frantz | Sets, Stidias 
brand builds business for 2 ning © ass, 
A ges, Hasps. 
Frantz dealers. That's | Hardware in 
why Frantz dealers sel- sets for cup- 
oa oors, 
dom change. Hook up cabinets, cellar 
with a progressive com- | windows, 
pany with an up-to-date | screen doors, 
line and liberal dealer | $$t¢e2 54sh- 
A . Plated butts, 
policy. Find out about | hinges, locks. 
the preferred line. Write 
today for catalog and 
dealer proposition. 


Door Hangers, 
Tracks, Gable 
oor Sets. 
“Over-the- 


Hooks, staples, 
braces, door 
Stops, etc., etc. 











FRANTZ MANUFACTURING CO., Sterling, lil. 


FRANTZ 


Guaranteed BUILDWARE 











must like the products they offer. 
Business won’t come back by itself, 
the dealer has to go out and “bring 
it back”, he declared. Live every 
day as an adventure and sell your- 
self first, Mr. Collins advised. Store 
location, arrangement and inventory 
are important features in any retail 
business but the most important 
part of business is selling Wilfrid 
D. Galpin, director of education. 
appliance department, General Elec- 
tric Co., Nela Park, Cleveland, Ohio. 
said. What salesmen do and say 
determines whether a store is a suc- 
cess or a failure. Merchandise what 
customers want, ask customers to 
buy. show them what the merchan- 
dise will do, go after business and 
study your competitor’s methods of 
display he suggested. Do not. he 
said. be bashful in describing the 
merits of merchandise you sell. 

Henry H. Heimann, New York 
City, executive manager, National 
Association of Credit Men, ex- 
pressed optimism as to 1939 sales 
and said the hardware dealers’ sales 
for 1939 should be from 10 to 15 
per cent ahead of last year’s volume. 
History shows that when we neglect 
the spiritual side of life we never 
prosper. he declared. 

The resolutions committee report. 
read by Clarence Zulauf, Wilcox. 
Neb.. indorsed National Hardware 
Week. opposed sales of electrical ap- 
pliances by municipally owned utili- 
ties, urged clarification of the term 
“ammunition” in the Federal Fire- 
arms Act and opposed repeal or 
nullification of any part of the 
Miller-Tydings Enabling Act. Fol- 
lowing a discussion the association 
went on record as opposing a bill 
in the state legislature proposing 
the setting up of a state Pharmacy 
Board for the regulation of the prac- 
tice of pharmacy. 

Earl Dean, York, succeeded Carl 
Kollmeyer as president. Henry 
Spalding. Chadron, and Clarence 
Zulauf. Wilcox, were elected first 
and second vice-presidents respec- 
tively. Edward C. Hermanson, Lin- 
coln, continues as secretary- treasu- 
rer. Harold Ross, Central City, was 
elected a member of the board of 
directors. Directors continuing in 
office are: Messrs Dean, Spalding 
and Zulauf: Leonard Johnson, Bur- 
well; L. E. Thomas, Lincoln and 
William R. Young. Omaha. Mem- 
bers of the advisory board are: 
Victor Anderson, Havelock; L. E. 
Nelson, Omaha and Mr. Kollmeyer. 

At a meeting held Feb. 15, by the 
Nebraska Hardware Mutual Insur- 
ance Co., M. O. Trester, Lincoln, 
was reelected president, F. W. 
Arndt, Blair. vice - president, and 


George H. Dietz, Lincoln, secretary- 
treasurer. Members of the advisory 
board are: Messrs Trester and Dietz: 
George Bischof, Nebraska City, and 
Ed. Lehmkuhl, Wahoo. Directors 
are: M. E. Kerl. West Point; Fred 
Pelz, Holdrege; C. C. Johnson. 
Omaha; Fred Ebinger, Plainview. 
and the four members of the ad- 
visory board. 

The 25-Year Club and Past Presi- 
dents’ luncheon was held Tuesday 
afternoon at which time certificates 
of membership were presented to 
new members. Wednesday evening 
a concert and show were presented 
at the Ballroom, Hotel Rome, featur- 
ing the Boys Town Band and mov- 
ing pictures of a ’round the world 
trip made by Earl Ebert, Kansas 
City, Mo. Thursday evening was 
devoted to a floor show and dance. 
Tuesday afternoon the ladies held 
a tea and bridge party. On Wed- 
nesday a luncheon was held for the 


ladies. Paul N. Wiemer, Omaha. 
headed the men’s entertainment 
committee, the ladies’s committee 


being headed by Mrs. Julius Jorgen- 
sen, Omaha. 


Virginia Convention 
(Continued from page 102) 


on Feb. 22 was delivered by L. L. 
Shoemaker, director of the Mer- 
chants’ Service Bureau National 
Cash Register Co., Dayton, Ohio, on 
the subject of “Sell Yourself to 
Your Community.” The speaker 
described the various types of custo- 
mers encountered and outlined the 
best way of handling each type and 
stressed the need for salesmen not 
order takers. He emphasized the 
importance of store meetings and 
characterized them as a benefit both 
to store owners and their salesmen. 

C. P. Jarden, district manager 
and director, Sherwin-Williams Co.. 
Philadelphia, was the next speaker. 
His subject was “Sell Paint.” Mr. 
Jarden commented on the impor- 
tance of paint in the hardware store 
and urged that it be given a promi- 
nent place. Not only is it important 
in itself, said the speaker, but it 
leads to sales of allied merchandise. 

Glendon Hackney, who followed. 
summed up the various addresses 
and commented upon their high 
spots. He said that the retail sales- 
man is the most important member 
in the scheme of distribution and 
is also the most neglected. Although 
one-quarter of the cost of distribu- 
tion goes to pay his salary he is 
frequently untrained and inefficient. 
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ADD 


TO YOUR 
INCOME 


BY OFFERING A 

tanteéd 
CAWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Wardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATH CO. 


702 BELL ST. © PLYMOUTH OHIO 


We're Plugging Even 
— this Early for 
: NAT'L. HDWE. WEEK 
May 6-13 


You've poner Seen Anything Like 
2 the Way Our 
NEW MERCHANDISING 


PLAN 
Sells 








































PADLOCKS 


Available only through quali- 
fied Jobbers. Ask your jobber 


—or—write us—at once. 


Two 
MILLED 

KEYS 
WITH 
EACH 
LocK 












2 POPULAR LEADERS 


8) (0) 0) 


All Chicago Padlocks 
Locks BOTH SIDES of Shackle 
“TWICE the Security—HALF the 


CHICAGO LOCK CO. 


2024 WN. Racine Ave., Dept. 13, 
Chicago, Ili. 
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Have everything it takes 
to make year ‘round 
profits for you—Lovely 
appearance, bright col- 
ors with genuine hand- 
painted decorations; and 
the Carlton Patented 
Edge Seal that keeps dirt 
out and moisture in. 
Foods keep clean and re- 
tain their flavor. Two 
types, round and square. 
Order of your jobber. 





| The Carrollton 
Metal Products 
Company 





Carrollton, Ohio 




































Better 
POWER 
TOOLS 


Lower Cost 














Arcade Craft Tools zive 
the home craftsman 


ever thought possible. 
Designed and engineered 
right. Quality built for 
long service and accurate workmanship. Priced 
| to demand attention. Write now for FREE 
CATALOG illustrating this complete, quick-sell- 
ing line of Bench Tools, Model Makers, and Ac- 
cessories. Order from your jobber. 


ARCADE MFG. CO. 
1201 Shawnee St. 


Freeport, Ill. 





... Note these 
Retail Prices... 


Disc Sander, 8/2”. .$5.00 
Drill Press, 15” high 5.30 
Jig Saw, 10” throat. 5.30 
Belt Sander, 4”x4” 
OE ten nedease 8.00 
Lathe, 8” Swing, 30” 
between centers... 9.50 
Band Saw, 10”..... 18.00 


2 Bench Saw, 6” blade. 11.00 


Bench Saw, 8” blade. 25.00 


Prices west of 
Rockies slightly 
higher. 


greater values than was . 







ARCADE 





HARDWARE & TOOLS 












PROTECT THE 


RETAIL MARKET 


By Lew HAHN 


General Manager and Treasurer, 
National Retail Dry Goods Assn. 


HE time has come when re- 

tailers individually and collec- 
tively should give serious thought to 
the problem of protecting the retail 
market. 

Tremendous increases are being 
made in the amount of annual vol- 
ume which is being lost to retail 
stores through manufacturers and 
wholesalers selling direct to con- 
sumers. 

There is, of course, no disposition 
on the part of sensible retailers to 
assume that consumers can be com- 
pelled to buy only in retail stores, 
nor to deny complete freedom of 
choice to consumers to buy where 
and how they may choose. 

It is time, however, that retailers 
endeavored to establish certain facts. 
These perhaps can be stated about 
as follows: 

1—Manufacturers who distribute 
a considerable part of their product 
through the established channels of 
retail trade should not feel free to 
sell to the customers of the retailers 
who handle their lines. 

2—Manufacturers who choose to 
sell direct to the consumer cannot 
be prevented from so doing but such 
manufacturers should not seek to 
use the machinery of retail distribu- 
tion, with which they are competing, 
and they should not be permitted to 
convey to the consuming public the 
impression that they are selling at 
wholesale prices when such is not 
the fact. 

3—The public should be brought 
to realize that in the distribution of 
merchandise certain costs are in- 
curred which are inevitable and in- 
escapable no matter who does the 
distributing. When a manufacturer 
goes past the processes of produc- 
tion and undertakes also to dis- 
tribute his goods at that point he is 
acting as a distributor and not as a 
manufacturer. Therefore for such a 
distributor to imply that because he 
also manufactures there is no cost, 
or charge for distribution, is 
obviously a mis-statement of fact. 

4—Manufacturers and _ whole- 
salers who carry on arrangements 
with banks and trust companies and 
large industrial concerns under 
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which the employees of such insti- 
tutions may have access to their 
salesrooms and buy at wholesale or 
pretended wholesale prices, or at 
discounts from normal retail prices, 
should have the decency to let their 
retail customers know of this prac- 
tice so that such retail customers 
may have the chance to determine 
whether they wish to continue to buy 
and sell the products of such manu- 
facturers or do business with such 
banks. 

5—Banks and industrial corpo- 
rations which follow the practice of 
encouraging their employees to buy 
through wholesalers and manufac- 
turers should be invited to consider 
the extent to which they are con- 
tributing to the tearing down of the 
very economic system upon which 
their own hopes depend. 






The time has come when some of 
these facts should be faced and the 
general public, the politicians and 
the industrialists brought to realize 
that retailing is no parasitical occu- 
pation—no haphazard system of 
highway robbery. The retailer per- 
forms a valuable and indispensable 
economic function and it is about 
time our trade began to display its 
backbone. The retailer is well sup- 
plied with backbone, as evidenced by 
the fact that he takes whatever 
comes without howling for Federal 
aid. 

When the chest-heavy industrial- 
ists and bankers have worked their 
way up the line behind the farmer 
and dipped into the public funds to 
keep them going, they can sit back 
and look down their noses at re- 
tailing without ever a conscious 
thought of the life and_ stability 
which retailers contribute to the 
entire economic picture. 

The time has come when retailers 
should make a definite stand for the 
protection of their own retail 
market. 





Employee or Independent Contractor? 


MPLOYERS concerned with 

taxes based on payroll and 
with the liability for employees’ acts 
may well give thought to the possi- 
bility of changing the status of cer- 
tain employees to that of indepen- 
dent contractors. An employee is 
one compensated by the employer 
and under the employer’s direct and 
immediate control in the carrying 
out of the duties of his employment. 
If an employee injures another per- 
son in an automobile collision, for 
example, the employer is legally 
and financially liable if the accident 
occurred while the employee was in 
the course of his employment. The 
employer must pay social security 
taxes and unemployment compensa- 
tion taxes on his employees. 

Many business activities, however, 
may be carried on through the use 
of independent contractors instead 
of employees. The employer has no 
legal responsibility for injuries or 
damages inflicted by an independent 
contractor and, ordinarily, an em- 
ployer does not have to pay social 
security or other payroll taxes on 
independent contractors. 

Some business men have found it 
expedient to dispense with em- 
ployees for certain work and to have 
that work done by independent con- 
tractors. It is quite possible that 
the same persons who were em- 


ployees may become the independent 
contractors for the same work. 

The distinction between an em- 
ployee and an independent con- 
tractor was recently made by the 
Supreme Court of Arkansas. 

“An independent contractor,” ex- 
plained the court, “is one who, exer- 
cising an independent employment, 
contracts to do a piece of work ac- 
cording to his own methods and 
without being subject to the control 
of his employer, except as to the 
result of the work.” 

In the particular case before it, 
however, the court found that the 
relationship of employer and em- 
ployee existed. The employee, a 
truck driver, was at all times sub- 
ject to the employer’s control. The 
driver was to drive the truck for the 
employer whenever the employer 
wanted him to, go wherever the em- 
ployer directed, get the kind of load 
directed by the employer, haul it to 
the place where the employer 
ordered and go back when the em- 
ployer directed him to do so. In 
short, where one who does the work 
is subject to direction and control in 
all details by the person for whom 
the work is done, he is an employee; 
where he is responsible only for 
results and not subject to detailed 
control, he is an independent con- 
tractor. 
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le SELL THEM BY THE SET 
“ Divide sales effort and multiply profits by 
Is selling labor-saving Forstner Auger Bits by 
)- the set. Cash in on the need of every wood- 
y worker for a complete size range of these 
. all-purpose tools by offering them in con- 
; } venient, compact sets of 9, 11 or 17 bits. 

Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
r The entire cutting surface is working at all 
ir times leaving a clean, smooth hole regard- 
. less of knots 

or grain direc- 
o tion. 
k 
e Write now for 
s catalog which 
y describes the 
e entire line of 

Forstner Bits 

for hand and 
5 machine bor- 
e ing. 
1 

NGTON+---CONNECTICUT 
t 
‘ 5 

Many hardware deal- 
ers are finding it highly 

: profitable to carry in 
. stocktheheavier grades 
: of Superior hexagonal 


netting—Fox Pen Net- 
ting. It costs no more 
for Wright high quality. 
All wire made from 
copper bearing steel— 
no fence steel more 
lasting. 


~ | GE WRIGHT weeca 


WORCESTER? MASS. 
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Eézy Wear 


GARDEN -UTILITY GLOVES 


A Profitable REPEAT Item 


in the Hardware Store .. . 


Cash in on the proven demand for these famous SOFT- 
LEATHER Lambskin Gloves that combine BARE- 
HAND FREEDOM with COMPLETE DIRT-PROOF 
PROTECTION. Most popular utility glove on market. 
Men and women wear them for garden, housework, 
basement, garage. Washable. Outwear 6 pairs of fabric 
gloves. Pay good profit, bring customers back. 


Advertised in Better Homes & Gardens, Ladies’ Home 
Journal, McCall’s, etc. Write for details, prices. 











THE NATIONAL 


GLOVE CoO. 
Dept. HA 
Columbus, Ohio 


FREE DISPLAY 
DOES SELLING 


Compact, permanent, all 
metal. Holds up to 2 
dozen, all sizes. Reminds 
old customers, wins new 
ones. 




















PRODUCED BY 
HELLER STREAMLINED CABINETS 


? q Increase your 1939 sales with the New Attrac- 
tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to make 
your own individual store stand out for attractiveness in 
displaying your stock to best advantage. The outlay is 
surprisingly modest! 

@ INVESTIGATE AT ONCE—Let Heller help you 
make 1939 your biggest year! Send as many details of your 
store as possible and Heller will help you plan by mail, with- 
out cost or obligation. 


ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 
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V4 Sf 
KITCHEN 
HELPS 


op uem many exclusive time 
and work saving features make 
DAZEY KITCHEN HELPS sur- 
prisingly easy to sell. Better still, 
you seldom stop with selling one 
because they all fit the same wall 
bracket. When that famous Dazey 
bracket goes up on a kitchen wall, 
it keeps suggesting the purchase 
of still more Dazey Kitchen Helps. 
It pays liberally, therefore, to keep 
well stocked on the whole line. 
Why not check your stock now? 


DAZEY CHURN & MANUFACTURING CO. 
St. Louis, Missouri 
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GRINDER 


Real Quality Miniature Tools 


Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
‘erackle steel body, handles 4%” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5. A double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis- 
play Beards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 


Byery SpeedWay Grineer 
sold builds repeating 
secessorics business 


DRILL AND 
GRINDER SET 


Ps 14% 
ue 


SPEEDWAY MFG. CO. 
1886 8. 52nd Ave., 
Cleero, tiinols. 





























Wisconsin Convention 





(Continued from page 96) 


the sporting goods manufacturers 
to sell the public on the idea that 
it pays to play. 

Opening the Thursday morning 
session, D. W. Northup, president, 
Henry G. Thompson & Son Co., 
New Haven, Conn., outlined the 
history of fair trade legislation and 
urged dealers to support the fair 
trade laws if they are to be con- 
tinued. 

“Regardless of how small an item 
may be in your sales, sign the fair 
trade contract to show your support 
of the laws,” Mr. Northup said. 
“This act was put on the statute 
books by the retailers and it has to 
have their continued support if it is 
to live.” 

Mr. Northrup, in commenting on 
the hardware trade’s interest 
quoted from a survey made by 
HarpwareE AGE indicating that 83 
per cent of all retailers favored fair 
trade legislation and resale price 
contracts although neither whole- 
salers or retailers had been over- 
active in urging manufacturers to 
make such contracts. 

“Selling Between the High Lines,” 
was the subject of an address by 
Edward V. Oehler, vice-president 
and general manager of the Briggs 
& Stratton Corp., Milwaukee. 

Mr. Oehler cited an REA sur- 
vey of a combined study of 46 indi 
vidual electric co-operatives which 
showed that 86 per cent of the 
farmers purchased radios, 47 per 
cent washing machines and 26 per 
cent refrigerators after construc- 
tion of high lines had been com- 
pleted. 

“Why was it necessary for the 
high lines to be cénstructed before 
these sales were made?” Mr. Oehler 
asked. “To me it merely indicates 
that no one explained to these 
farmers that they did not require 
electricity for these conveniences 
and that if electricity was later to 
be made available gasoline driven 
appliances could be converted with- 
out difficulty.” 

C. G. Gilbert, Oregon, IIl., secre- 
tary of the Illinois Retail Hardware 
Association and a past president of 
the National Retail Hardware As- 
sociation, in describing the promo 
tional material available to help 
promote National Hardware Week, 
May 6 to 13, declared that the hard- 
ware retailer has got to do every- 
thing in his power to reconvert 
traffic into his store and regain the 
publie’s confidence. 


Other recommendations contained 
in the report of the resolutions 
committee and adopted by the asso- 
ciation at the Thursday afternoon 
session included one objecting to 
the amendment to the Federal fire- 
arms act. 

Another resolution condemned the 
“current diversion of social security 
funds to meet the current govern- 
ment expenses” and urged modifica- 
tion of the act to provide relief for 
employers who can demonstrate 
steady and stabilized employment. 

The association also declared 
itself as deploring the waste inci- 
dent to the present handling of 
relief and advocated that administra- 
tion of relief be returned to the 
local authorities. 

The annual banquet, show and 
dance was held Thursday evening 
in the Crystal ballroom of the 
Schroeder hotel and attended by 
more than three hundred persons. 


Arkansas Convention 
(Continued from page 88) 


miles of line, serving 18,000 families 
in this state will have been com- 
pleted by the end of this year,” said 
Mr. Carpenter. 

A. P. McKeithen, Clarksville, was 
elected president. Geo. L. Turner, 
Little Rock, was re-elected secretary, 
and J. M. Rhea, Corning, vice-presi- 
dent. 


The new board of directors are: 
Geo. R. Landahl, Malvern; Billy 
Mitchell, Morrilton; Ray Meri- 
weather, Paragould; Hugh Rice, 
Waldron; and J. E. Young, Walnut 
Ridge. 


Resolutions favoring taxation of 
chain stores and opposing state laws 
regulating wages and hours were 
adopted. 

Other resolutions adopted by the 
group: 

Approved amending Federal Fire- 
arms Act to relieve wholesalers and 
retailers of keeping records of sales 
of loaded shotgun shells. 

Opposed pending legislation in 
Congress to repeal Tydings-Miller 
act on the ground that state fair 
trade laws would be nullified. 

Endorsed legislation to promote 
safety and beautification of state 
highways. 

Endorsed legislation requiring in- 
spection and vaccination of livestock 
to prevent spread of disease at com 
munity sales. 
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DOOR SPRINGS 


‘The for The 
Reliance 


Single Acting Doors “hic##° 


hung with 
springless hinges 


The “Chicago” and 
“Reliance”? Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension. The Re- 
liance is exceptionally 
heavy and more power- 
ful than other types of 
greater length. 























Type 280 
Spring Hinges for every requirement. 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 














TRIPLEX Nuts Hold Fast 


to Slippery Profits 


TRIPLEX Nuts are made for canny buyers who 
know values in screw products. Accurate to size, 
so they fit standard bolts. Full threads to run 
smooth and tight. 100% bearing surface—pull up 
close all around. Toughened, so they won't split. 
Customers pat you on the back for handling 
trouble-free products. And deliveries come fast 
from TRIPLEX. Rush your request for prices—sam- 
ples if you want them. 


™ ERIPLE 


co. 


CAP AND 
* 5317 Grant Avenue «+ Cleveland, Ohio 


Millions Sold—Used in Every Industry 
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SCREW 


SET SCREWS, BOLTS, NUTS AND RIVETS 


* 


























@ You are selling more than hardware 
when you sell Sager. It is hardware in 
harmony with today’s most popular trends 












in home design. It is Authentic period 
hardware — past and contemporary—accu 
rately reflecting the warmth, dignity, and 
friendliness which architects and contrac- 
tors are building into the homes of today. 
It is a line that accurately fills your con- 
tract department’s need for a ‘‘popular 
seller’’. 







SAGER LOCK WORKS 


Division of The Yale & Towne Mfg. Co. 
North Chicago, Illinois 















and Authentic 
PERIOD HARDWARE 
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NO ROOFING IS BETTER 
THAN ITS 
SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 
coating of STA-SO. 

STA-SO is the surfacing of crushed, everlasting Vermont slate 
—non-porous, non- fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 

STA-SO, on roofing, shows no brand or label. To make sure 
that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 








° STA-SO“3e ° 
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BELT LACING 













> p 


A stronger lacing for all types of 
belts. Put on with a hammer—easily 
penetrates the toughest belt. Clinches 
smoothly tnto on a ends, 
prevents fraying, @ permanent 
“‘humpless” joint. mw: plese hinged 
rocker pins provided. 8 sizes. In 
boxes, handy packages, cartons and 
long lengths. Recommended for con- 


veyor belts and heavy drives—espe- 
elally drives operating under outdoor 
conditions. 











wie aRip ts 
Preferred 
cause they are 
handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard lacers. 
Available in 6 sizes. 


Simon P 


A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right en 
the field. Get your share of this 
protitable market. 












Write today for Catalog and Circulars 


“The Belt Lacing 
People” 


304 Loomis Ave., 
CHICAGO, U.S.A. 








Clark's +3 Stoppers 
Still Lead the Market— 
@ Pictures are lithographed on 


metal (new feature)—will not 
wrinkle, tear, or fade. 





®@ Pictures are bumped into stopper 
blank — cannot come out. 





ade Folding wire fasteners are se- 
cured to blank by sockets raised 
from metal of the blank itself — 
cannot pull out or break off. 

@ Three finishes available — Gold 
Lacquer, Green, or Ivory — with 
an assortment of six pictures. 

Get #3 Gems from your 
Wholesaler or write us for reference. 


L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 















Iowa Convention 


(Continued from page 98) 


Important Than Buying” was the 
subject of a debate at the second 
general session of the convention 
the affirmative side being upheld by 
J. A. Van Ness, Mason City and 
R. J. Leth, Ida Grove. The negative 
side was taken by Louis L. Hill, 
Postville and R. B. Schlotfeldt, 
De Witt. Mr. Van Ness said that 
many dealers spend too much time 
buying and that most prices are now 
set anyway. There is, he reminded 
the dealers no profit until merchan- 
dise has been sold. Mr. Hill stated 
that price and timeliness are factors 
in selling. People buy advantages 
and as nothing can be sold until it 
has been bought buying is the more 
important function, he maintained. 
As the average hardware dealer’s 
competition is no longer made up 
entirely of other hardware stores, 
selling is more important than buy- 
ing said Mr. Leth. Your competitors 
are not out selling price, he said, 
but are out selling deferred pay- 
ment plans. Mr. Schlotfeldt said buy- 
ing comes first and contributes most 
to the success of business. Location 
of a store is a matter of buying and 
the store must be on the proper side 
of the square. Dealers buy the ser- 
vices of their personell he reminded 
his audience. The debate was de- 
clared a draw. 

“The Jitterbug” was the title of 
an address by S. M. Osgood, Chi- 
cago, of Hardware Retailer who de- 
scribed as jitterbugs, dealers too busy 
worrying about yesterday’s problems 
to handle today’s business and plan 
for the future. Jitterbug jobbers 
are those trying to do today’s job 
with yesterday’s tools/and the jitter- 
bug manufacturers are those who 
do not know that it is a man’s job 
to serve customers instead of just 
selling them. 

Jack Shelley, editor, “Hardware 
News” the news broadcast over Sta- 
tion WHO, Des Moines, paid tribute 
to the three Iowa wholesalers spon- 
soring the program, which is broad- 
cast at 7:15 a.m. daily, except Sun- 
days to call attention of the public 
to the independent retail hardware 
stores. 


National Hardware Week 


Philip R. Jacobson, Mason City, 
secretary - treasurer, Iowa Retail 
Hardware Association, spoke on 
“National Hardware Week—May 6 


to 13—and said that its shewman- 
ship is needed to put the hardware 
store before the public. He advised 
dealers to surround themselves with 
people young enough not to be 
afraid of promotional activities. 


Build for 1939 


In his address, “Let’s Put It Over 
Big in 1939”, Luther Stein, vice- 
president and sales director, Belk- 
nap Hardware & Mfg. Co., Louis- 
ville, Ky., wholesale hardware 
distributors, said we can’t talk about 
business these days without bringing 
in politics. It is about time we told 
some of the office holders that they 
are our employees, he said. If your 
business were made automatic there 
would be no profits, he warned. 
The place to “put the job across” 
is in your own store, he told dealers, 
with a stock of goods which the 
customer wants. He pointed out 
that the retail sales clerk is the 
most important man in the whole 
field of hardware distribution and 
recommended the use of incentive 
plans. Mr. Stein said hardware 
stores ought to sell quality, offer 
the store’s best goods first and raise 
prices on two other items every time 
the price of one item is reduced. 
Sell the hardware store as a good 
place to go 52 weeks of the year 
and think, plan and work to sell, 
he advised. 

Business marches on like an army 
said Rivers Peterson, managing di- 
rector, N.R.H.A., in an address at 
the final general session of the con- 
vention. The way ahead always 
appears far more difficult than the 
path business has already trod. Hu- 
manity marches on and each upward 
step creates new demands for mer- 
chandise. Sales opportunities have 
increased many times and still we 
worry, fear and fret and always 
will. Business marches on because 
men associate with and help each 
other, he declared. 

Frank R. Rodgers, Ames, retiring 
president was presented with a gift 
from the association by Mr. Jacob- 
son in appreciation of his services 
to the organization. 

Elmer Wheeler, New York City, 
talking on, “Magic Words That Make 
People Buy” advised dealers to keep 
their eyes off Washington and on 
their sales counters. Get people to 
touch, feel, smell or hold merchan- 
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ae Worlds Fateat —— 
Actual tests prove No. 600 SPEED KINGS are the world’s fastest. Their 
they were engineered to be fast. Youngsters 
like them so well one pair often sells a dozen more. Look at the whecl 
construction: (1) wide, hardened tread, (2) hardened cone, (3) four rivets 
join two picce whecl, (4) dust cap, (5) 18 hardened ball bearings. 

— 500 MILE GUARANTEE 

No. 600 SPEED KINGS are the only skates guaranteed for 500 miles. 
Parents buy them because they spell freedom from wheel replacement 
Learn more about this sales sensation and other 


speed is no accident .... 


A ——— New York Office Hustler profit producers. Write for 1939 proposition. 
45 E. 17th st HUSTLER CORPORATION, Sterling, Illinois 















IL HELP 
RN YOU STEP-UP 
\ SOLDER SALES 


= DB. SS 


@ It's easier to sell Gardiner Solders. Users everywhere 
know the Gardiner trade mark as a sign of highest quality, uniformity 
and economy. The famous Gardiner Repair-All Household Package 
will win you the cream of the big home market. Farmers, mechanics, 
garages and other |, 5, and 20-pound spool buyers show a marked 
preference for solders bearing this brand name. Order Gardiner 
Solder by name from your jobber. 
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"teat S. Campbell Ave., Chicago, Ill. 











NEW! Sight Display Case 
FREE 


All Steel — 3 
colors on alu- 
minum tac- 
quer. Glass 
panei shows 
best sell- 














GUN SIGHTS 
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ers. Many 

others pic- 

tured on 

front. 
Ask 
your 
Jobber 
or 
write 


Combines counter dis- 

play and stock. Hinged cover 

pe lateh easily opened by sales Free 
TABLE own selection of Marble’ $s Sight assortment listing at $33 or m 

MAR LE ARMS & MFG. CO., 540 Delta Ave., Gladstone, Mich.. "U. S.A. 

















GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade! 
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Two compartment ¢ 
cans with Aluminum 
Paste or Powder 
“and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready ‘Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- 
geal in the can. 
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Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 














A New Sales Opportunity in 


ELECTRIC FENCE 
INSULATION 


<s The ready adoption of the electric fence by the farmer, 
, as a time and money saving device has created a fast 
growing demand for electric fence insulation. 


oe j ELECTRICAL DEALERS: Stock up now and be pre- 
we pared to take advantage of this new sales opportunity. 


We carry large quantities of all needs for electric fence insula- 
tion—porcelain knobs, strain insulators, lightning arrestors, gate latch 
tubes, bolts, and double-headed nails. Bulletin EF shows the com- 
plete line. Send for your copy now 


PORCELAIN PRODUCTS, INC. 


DEPT. 12 FINDLAY, OHIO 
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No. 100 
DE LUXE 





"D. P. HARRIS HDW. & MFG. COMPANY, INC. 
ROLLFAST BUILDING «+ NEW YORK, N.Y 



































































NATIONALLY 
ADVERTISED 


The WALL Line 


is complete. Hardware, mill supply, 
agricultural, contractors, marine, 
drilling, transmission, oakum and 
twine. Spun and laid from selected 
fibre for the particular purpose, 
under experienced supervision. 

Your guarantee is Wall's century- 
long service to industry. 


WALL ROPE WORKS, Ine. 
48 South Street, N.Y.C. Factory: Beverly, N.J. 
Branch Offices: 

33 So. Charles St., Baltimore; 123 South Broad St., Phila. ; 
57 Comm’! Pl, Norfolk, Va.; 102 Broad St., Boston, Mass. ; 
1068 Russ Bldg., San Fri’sco;425 Decatur St., New Orleans; 
129 W. 14th Place, Chicago, Ill.; 217 E. Archer St., Tulsa, 
Okla. ; 2000 Nance St.. Houston. Tex. ; Carson & Smithfield 
Sts., Pittsburgh, Penna. 


STOCKS IN ALL INDUSTRIAL CENTERS 




















SLIPKNOT 
- FRICTION - 


TAPE 


Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 





Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Inc. 
CANTON, MASS. 





















dise, know people and how they 
live and say something simple to 
sell them merchandise. Think and 
talk about “you” instead of about 
“T’, when talking to prospects and 
be a “question mark” salesman in- 
stead of a high pressure salesman 
Mr. Wheeler suggested. 

Harry Jacobs, Davenport, chair- 
man of the resolutions committee, 
read several resolutions, which were 
approved following discussion. Reso- 
lutions urged manufacturer-whole- 
saler cooperation in curbing direct 
sales to the consumer in competi- 
tion with legitimate retailers and 
the use of hardware items, by out- 
other than hardware dealers, 
as loss leaders and premiums. Other 
commended the _ three 
Iowa jobbers sponsoring the daily 
“Hardware News” broadcasts, en- 
dorsed National 
opposed changes in the Iowa sales 
tax, urged a “sane” bill of legisla- 
tion to curb the growth of chain 
The association went on 
record in favor of an amendment 
to the Federal Firearms Act to 
clarify the use of the term “ammu- 
nition” and opposed any repeal or 
nullification of the Tydings-Miller 
enabling act. 

Retiring president Frank R. Rod- 
gers was succeeded by A. C. Han- 
Holstein, and C. E. Pedrick, 


lets 


resolutions 


stores. 
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Hardware Week. 





Douds., 


of the association. 


was elected vice-president 
Philip R. Jacob- 
son, Mason City, continues as secre- 
tary-treasurer. Harry Summitt, 
Macedonia, was elected a member 
of the board of directors. Directors 
continuing in office are: Mr. Ped- 
rick, J. T. Kuempel, Guttenberg, 
C. U. Chickering, Waterloo, and 
William A. Broquist, Des Moines. 
Members of the advisory board are 
Harry Jacobs, Davenport, J. A. Van 
Ness, Mason City and Mr. Rodgers. 

Mrs. Rex McCreary. Perry, was 
reelected president of the ladies 
auxiliary. Mrs. C. E.  Pedrick, 
Douds, continues as secretary and 
Mrs. H. L. Summitt, Macedonia, as 
treasurer. Mrs. Philip R. Jacobson. 
Mason City, resigned as vice-presi- 
dent of the auxiliary and was suc- 
ceeded by Mrs. Charles Chickering, 
Waterloo. 

A large crowd attended the an- 
nual banquet. entertainment and 
dance held Thursday evening. Fol- 
lowing the floor show the sound and 
film, “Steel-Man’s Servant” 
was exhibited. courtesy of the 
United States Steel Corp. The pro- 
gram was concluded with a dance. 
The ladies were entertained at tea 
at Younker’s Tea Room, Wednesday 
and Thursday afternoons. On Wed- 
nesday they were guests of the Des 
Moines Convention Bureau. 


color 
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stressed by Mr. Gallagher, who is 
president and general manager of 


the Automatic Washer company, 
Newton, Iowa. He stated that 
although only 9.4 per cent of 


washers sold in 1938 were power 
washers, four-fifths of the farm 
homes are without electricity. 

“Tt is obvious that in the country 
over, no organized effort is being 
made to sell the farmer,” he de- 
clared, pointing out that the first 
labor - saving appliance purchased 
when a farm is electrified is an elec- 
trical washer. 

“Selling electrical washers in the 
county is selling a small part of the 
farm market,” he said, stressing the 
need for canvassing, carrying a 
complete line of washing machines, 
and the fact that washing machine 
business is steady thruout the year. 

In selling ranges in competition 
with mail order houses, merchants 
should specialize on a_ national 
brand of ranges, Mr. Maier stated in 
his address, following the conven- 
tion’s theme of “Sell Hardware.” 


Speaking as one who has sold 
$3,000,000 worth of ranges in com- 
petition with mail order houses, he 
advised merchants to select a quality 
line of ranges, one with features. 

“The best available figures show 
that the independent merchants are 
gaining in importance as distribu- 
tion outlets.” he declared. 

The closing speaker of the busi- 
ness session, Mr. Fogleman made 
the point that “The science of busi- 
ness is the science of service.” 

“Service is the power to serve to 
the end of satisfaction and profit to 
both buyer and seller—always re- 
membering the business man’s 
maxim that ‘no transaction is a just 
transaction unless it is profitable to 
both parties concerned’ Mr. Fogle- 
man stated. 

The United States has “marched 
three-fourths of the way toward a 
socialistic state,” Mr. Hammond told 
the convention, urging them to 
“make known” facts about the 
governmental situation. 
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FOR MORE PROFITS ON 
OIL-BURNING EQUIPMENT 


SEND FOR THIS NEW CATALOG 


UNITED STOVE CoO.,, Ypsilanti, Mich. 


























DASCO is offering 
SPECIALS- for NATIONAL 
-HARDWARE WEEK 
They Will Be 
Of Interest to You 
Ask Your Jobber or Write Us 
DAMASCUS STEEL PRODUCTS 


CORP. 
ROCKFORD, ILL. 













NATIONAL 
HARDWARE 
WEEK 
MAY 6 to 13 






Send for our 


“MORE FUN” BULLETIN 


It’s FREE—and every live aggressive dealer who 
reads it, gets a real kick out of it. It will also 
tell you how to make more profits from every 
| sale of roller skates—if they are 


| = fyner = 


Roller Skates 


Then tie up with our National Advertising now 
| in full swing—-also our promotion for Nat’l 
Hardware Week. Write for facts. 


Demand CHICAGO’S from your Jobber. 


CHICAGO ROLLER SKATE CoO. 
Quality Roller Skates for over 37 years 


4456 W. Lake St. Chicage, I. 


















- SAND’S LEVELS 


—TELL THE a 




















WORLD'S STANDARD FOR 45 YEARS 
“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write fon Catalog 


SANDS LEVEL & TOOL COMPANY ° . 


8631 Gratiot Ave. DETROIT, MICH. ® 














Wanta Good Position? 


The quickest and surest way of securing ea 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 
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Automatic Water 


SYSTEMS 


Here's the pace-setting Shallow 
Well Water System value for 1939. 


McDonald-Built-In dependability 
guarantees owner ~ satisfaction. 
Get details of this modern auto- 
matic system. Available in ca- 
pacities to 600 gallons per hour. 


*HE PROFITS MOST WHO 
SELLS RUNNING WATER FIRST! 

















Now ALSO IN CANS 


in all popular sizes from 14 pint 
to one gallon. High tensile 
strength! Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your jobber’s 
name, for full information. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Maryland 


McCormick & Co. (Canada) Ltd., Toronto 











Volume Sales 
for Sprinklers 
at 59e 


Here’s the hottest little number 
you ever displayed! A red-headed 
turbine that drenches the lawn in 
a 4 to 30-foot circle. Only three 
parts! No lubrication needed! 
Can’t get out of order. 


Dealers in U.S.A.: Send 25c and 
name of jobber for trial sample. 


HEM OX hod 














He described as the chief prob- 
lem of business that of providing 
employment in private industry at 
fair wages, as against employment 
on public projects and subsistance 
doles. 

Winding up their business, the 
hardware dealers elected D. F. 
Bjelde, Mayville, N. D., president 
of the association, succeeding Mr. 
Meddaugh. Loren Elenbaum, Lang- 
don, N. D., was named first vice- 
president, and Peter Fugelso, Minot, 
N. D., was re-named second vice- 
president. 

Members of the board of direc- 
tors, besides the officers, named at 
the meeting are A. F. Hoff, Wishek, 
N. D.; W. J. Gust, St. Thomas, 
N. D.; Mr. Meddaugh; Paul 
Schilla, Dickinson, N. D.; T. I. 
Strinden, Litchville, N. D.; and A. 
C. Gunvaldson, New Rockford. 

On the board of directors last 
year were QO. S. Hilmen, Berwick, 


N. D.; Mr. Hoff, Mr. Gust, Mr. 





Elenbaum, M. A. Halverson, Lisbon, 
N. D.; and Mr. Schilla. 

Mornings of Tuesday, Feb. 7, 
and Thursday, Feb. 9, were devoted 
to speeches, with an executive ses- 
sion Wednesday morning. Final 
business was conducted Thursday 
morning, including the election of 
officers. Exhibit sessions were held 
during the afternoons and evenings. 

Dealers were entertained at a 
Dutch lunch Wednesday evening 
by the Fargo Paint and Glass Com- 
pany at their Minot offices, and 
Thursday evening there was a roast 
buffalo meat banquet and a dance. 

Ernest H. Russe, Philadelphia, 
Pa., “hoaxed” the dealers, speaking 
at the dinner in the character of 
“Count Ernesto Russo, Milan, Italy,” 
as whom he had been billed, reveal- 
ing his real identity only at the end 
of his speech. Convention sessions 
were held in the Knights of Pythias 
hall; the banquet in the dining 
room of St. Leo’s church, and the 
dance as the Elk’s lodge. 
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tion were discussed; several specific 
complaints read and in some cases 
the secretary was instructed as to 
what action to take. Other types of 
competition, objectionable or 
deemed unfair to independent re- 
tailers, were also discussed. 

The general convention resumed 
with an address by W. C. Raugust, 
Odessa, Wash., on “The Implement 
Business of Yesterday, Today, and 
Tomorrow.” Mr. Raugust reviewed 
changes in the character and con- 
ditions of the business that have 
occurred in the last 25 to 30 years. 
He stated the successful dealer of 
tomorrow “must know the type of 
implements that will sell in his 
community, must be careful in all 
trade-ins and above all must watch 
his credits and collections very 
closely.” He expressed the opinion 
that a dealer handling other lines 
of merchandise must either give im- 
plements practically all his own 
personal attention or go out of that 
branch of his business. 

The concluding features of the 
session were two motion pictures: 
one by Hume-Love Co., Garfield, 
Wash., showing the operation of 
combination reels in harvesting 
peas, beans, flax and wheat, beaten 
down, and the other by the Fire- 
stone Tire & Rubber Co., entitled, 
“Putting a Farm on Rubber,” which 
showed the adaptation of rubber 


tires to tractors and other farm ma- 
chinery and earth-moving equip- 
ment. 

On Wednesday morning, J. B. 
Channing, secretary of the Whole- 
sale-Retail Trade Assn. of Spokane, 
described the plans of that organ- 
ization to induce wholesalers to 
sell at wholesale only to legitimate 
retailers. Don W. Sinclair, Yakima 
Hardware Co., wholesale hardware 
concern of Yakima, spoke briefly on 
“The Jobbers’ Viewpoint” and said 
he believed jobbers generally are 
cooperating with retailers in elim- 
inating “unethical” selling, more 
closely now than formerly. He re- 
marked that several northwestern 
firms had turned down thousands of 
dollars’ worth of consumer Christ- 
mas business this last season. 

An unusual feature of the session 
was a debate on the question, 
“Resolved, that protected trade 
territory is economically sound for 
retailers in American commerce.” 
Participants in the debate were 
senior students of two Spokane high 
schools; each side setting forth 
their arguments logically and clear- 
ly. The judges decided in favor of 
the affirmative. Dr. Irwin Graue, 
professor of economics, University 
of Idaho, presented an address on 
“Can we raise our standard of liv- 
ing by means of government sub- 
sidies?” His answer was essentially 
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FRENCH & HECHT, INC. 


WHEEL BUILDERS SINCE 1888 
601 EAST THIRD STREET, DAVENPORT, IOWA 
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BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


World's Yaughan3 
—_ y Garery ROLL 


Can Opener 
DE LUXE 
Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use) 


You'll find quick profits in Vaughan’s Nationally Known 

Line of Can Openers. No. 330—a real leader is the finest 

popular priced STATIONARY Can Operier known. Modern 

streamline design. Built to last a lifetime. OPENS ANY 

SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 

OF PARTS. Quick action disc cutter. Simplest to oper- 
. sells itself on display 


’ The Only Can Opener 

that cuts the top out of 

LL Je. Square, Round or Oval 

\) TRADE MARK F Cans, with ease. Leaves 
—— a safety rolled edge. 


Check your stock on this great seller. 
Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


World's Largest Manufacturer of Can Openers 
3211-25 Carroll Ave. Chicago, Ill., U. S. A. 
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Protected by 
5 PATENTS 


The processes for Stabil- 
izing Rotenone and Py- 
rethrum, as used in 
HAMMOND INSECTI- 
CIDES are protected by 
TU. S. patents. Further, 
these well-known, (de- 
pendable Insecticides are 


NATIONALLY 
ADVERTISED TO 
15,000,000 READERS 


Our advertising is ap- 
pearing this spring in 
leading Garden Maga- 
zines, Farm Papers, and 
Sunday Newspapers. 


Largest Profit Margin 


of any nationally adver- 
tise’ line. Dependable 
sellers through three 
xenerations——64 years. 














Write for prices, dis- 


“Stock the Line” Offer. 


HAMMOND 


PAINT & CHEM. CO., Inc. 
46 Ferry St., Beacon, N.Y. 


When you sell Simplex size-marked pump 


leathers you profit in many ways. Simplex 
cost no more than other good packings 
and the size-marked feature eliminates 
waste time due to mistakes and customer 
complaints 

When you sell a Simplex pump leather you 
know it will stay sold ond, furthermore, you 
know that your customer is satisfied with his 
purchase because it fits the first time. 


Ask your jobber or write us for price list 
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“no.” He warned of the dangers of 
an immense government debt, con- 
stantly mounting taxes, and govern- 
ment expenditures which cause the 
citizen to get only 30 cents worth of 
benefit from each dollar expended. 
He stated the way out was in al- 
laying fear by a suspension of “con- 
trol” and “obstructive” legislation. 
When this is accomplished business 
will go ahead again with faith in 
better conditions. 

The association in its resolutions 
commended the action taken by the 
Westinghouse Electric & Mfg. Co. 
in opposing the giving of “courtesy” 
discounts and recommended that 
other manufacturers follow suits. 
The association condemned _ the 
practice of some types af retail 
business in using hardware lines as 
premiums. It also urged that some 
action be taken to get Congress to 
enact legislation prohibiting whole- 
salers and manufacturers from en- 
gaging in direct selling. Another 
resolution put the association on 
record as opposing the Idaho hours- 
wages bill, and opposing the repeal 









of the Tydings-Miller Enabling act. 
The auditing committee then fol- 
lowed with its report. 

A feature of the convention was 
an address by Osgood Murdock, 
San Francisco, editor Implement 
Record, whose subject was “Why 
Not Profit and Progress on Tractors 
and Farm Machinery?”. He stated 
that in spite of occasional ad- 
versity the farm machinery business 
is a fine business and that success 
is built first upon ability but that 
sufficient capital and _ reasonably 
protected territory are essentials. 
Another guest speaker at the clos- 
ing session was J. H. Graham, San 
Francisco representative for The 
Coleman Lamp and Stove Co., who 
spoke briefly on 1939 business 
prospects. The concluding feature 
was an address by C. J. Galloway, 
Spokane, Washington, Water Power 
Co. on “Hardware Store and the 
Utility”, followed by a sound motion 
picture entitled, “A Story of Elec- 
tric Service,” which was presented 
by courtesy of the company. 


fushulie Custattion 
(Continued from page 104) 


further stated that the real problem 
of any business is man power. 

Rev. J. Hoyt Boles, Tulia, Texas, 
in his discussion of “Serving the Re- 
tailer” declared that the “Retailer 
is the personification of the trade 
mark,” but added that the public 
wants to deal with men, not marks. 

W. E. Bilheimer, assistant to the 
manager of Equitable Life Assur- 
ance Company, Ft. Worth, brought 
the convention program to a close 
with his address on “The Human 
Side of Business,” Mr. Bilheimer 
urged that employers discover the 
hidden spark in their employees. 
He also urged each man to sell him- 
self to himself, stating that this was 
the greatest sale on earth. 

At the business session following 
the program, E. R. Yates, Lamesa, 
Texas. was elected president. He 
had served as vice-president during 
the past year. M. L. Purvine, Pan- 
handle, Texas, was chosen as vice- 
president, stepping up from a 
director. Clarence L. Thompson, 
Canyon, Texas, was reelected secre- 
tary-treasurer. Ernest Lee, Wheeler, 
Texas, was elected director to serve 
with W. H. Spaulding, Clovis, New 
Mexico; P. R. Rosson, Hereford; 
George Buchanau, Tulia, Texas; L. 
C. Harp, Matador, Texas and Paul 
Wilmot, Roswell, New Mexico. 


The association went on record 
as opposing any legislation tending 
to repeal the Tydings-Miller Act. 
They also indorsed a proposed am- 
mendment to the Federal Farm Act 
that would clarify the definition of 
ammunition, with especial reference 
to shotgun shells. 

State legislation or proposals that 
were mentioned in resolutions were 
the sales tax, which the association 
opposes, and a proposed wage and 
hour bill. A blanket resolution men- 
tioning items to be watched was in- 
dorsed by the hardware men. 

Closely allied with the Panhandle 
Hardware and Implement Associa- 
tion is the Panhandle Hardware and 
Implement Travelers club, better 
known as the PHIT boys. At their 
business session, Nic Acker was 
elected president to succeed Tom 
Templeton. Roy Ratcliff was re- 
elected secretary-treasurer. 

All entertainment features of the 
convention were furnished by the 
PHIT boys and their wives. The 
ninth annual golf tournament and 
the Skeet Shoot were held on Sun- 
day afternoon. 

The crowning event came on 
Tuesday night when more than 500 
were seated at the banquet given 
by the PHIT’s. Dancing and in- 
formal pleasure continued until near 
morning. 
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The CHAMPION HARDWARE Co. 


GENEVA, OHIO 


CHAMPION SCREEN 
HARDWARE LINE 


Increase your screen 
hardware sales with 
Champion's Com- 
plete Line. 





























A NEW HIGH IN QUALITY | PERFORMS MIRACLES 


ELECTRICALLY 
REFINED STEEL 


SERVICE 
STRENGTH 
LONG LIFE 


‘a Atl GOaee wikeE PRODUCTS 


NORTHWESTERN STEEL & WIRE COMPANY 


Snconpicrated - Northwestern Barb Wire Company +1879 
STERLING, ILLINOIS 


















WITH YOUR PAINT 


Rejuvenates paint 
without opening the 
can. Makes it as 
fresh as the day it 
was made. 





Improved quick-act- 
ing holder enables 
changes from '% pint 
to gallon can in 4 
seconds. 





MIRACLE 
BANTAM 
MODEL 


Available in five sizes to suit your requirements. 
WRITE FOR FULL PARTICULARS. 


|| MIRACLE PAINT REJUVENATOR CO., INC. 
500 ROBERT ST. ST. PAUL, MINN. 




















Follow the LEADER 
in ‘““Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 











MARCH 9, 1939 




















-WAGNER 


..LATCHES 


| Popular _ sellers 
everywhere. No. 
842 swinging 
door latch can be 
installed right or 
left hand—oper- 
ated up or down. 
The latch that 
can be locked. 
Write for Ready 
Reference  cata- 
log showing com- (@ 
plete line of 
Latches, Hangers, 





Track and Build- 
ers’ Hardware 
Specialties. 


WAGNER MEG. CO., Dept. HA-339, Cedar Falls, lowa 


iy 














SCHAEFER Rustproof Flue and Furnace Brushes 


@ For You—Added Profits .. . 
@ For your Customers—Cleaner furnaces, better 
heat, and fuel savings. 
Schaefer RUSTPROOF Flue and Furnace Brushes Sell Fast. You 
| can show your customers how they Ta" save their cost in better 
heating comfort and fuel savings. ade of special RUSTPROOF 


Silver Brite alloy spring steel, they will last throughout many years 
| in constant service—four times longer than any other brushes. 


Here’s a new complete line of QUALITY 
Brushes—for your customer who knows the 
value of quality standards—at prices unusually 
low for easy s —— Write today for Complete 

@ new Catalog on Schaefer RUSTPROOF Flue 
and Furnace Brushes. 


SCHAEFER BRUSH MFG. COMPANY 
117 W. Walker Street, Milwaukee, Wis. 
Pm CHIAE 1 fal?) 
5 )I t oa P| =) | 


mas i im BRUSHES 
BUY SCHAEFER-ITS SAFER 





























163 

















” 


WATERING 
POSITIONS 


(ae in One! 


Easily adjusted to five different 
Can be 
moved without turning off 


watering positions. 


water. The handiest sprinkler 
yet. Four sprinkling positions 
give water spread up to 20 ft. 
and nozzle position gives 40 ft. 
reach on average pressure. Ad- 
justment easily made with flick 
of thumb or finger. Sprinkl- 
Nozzle can be stuck in ground 
or held in hand. Rustproof and 
finished in attractive colors. 
Dealer price $2.25 per doz., 
postpaid or from your jobber. 


RETAILS 2 9 ¢ 


A FAST SELLER— 
ORDER TODAY 





THOMAS PRODUCTS Co. 


15473 Indiana Ave. 


Detroit, Mich. 
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Alabama. The Retail Hardware 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21st St., Birming- 
ham, Ala., is secretary-treasurer. 


American Hardware Manufactur- 
ers’ Assn. semi-annual convention and 
Southern Hardware Jobbers’ annual 
convention, April 17-20, 1939, at Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. McAl- 
lister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso- 
ciation. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 


City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza, 
New York City, is secretary-treasurer 
of the association. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at Hetel Astor, New 
York City. Mrs. Flo English, Hotel 
Pennsylvania, New York, is secretary. 


Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga., is secretary-treasurer of the job- 
bers’ association. 


National Contract Hardware 
Assn., convention and exhibit, Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 

National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Retail Hardware Assn., Security Trust 


Bldg., Indianapolis, Ind. 


Southern Hardware Jobbers Assn. 
annual convention and American Hard- 
ware Mfrs. Assn. semi-annual conven- 
tion, April 17-20, 1939, at Hotel Roose- 
velt, New Orleans, La. T. W. McAllister, 
Grant Bldg., Atlanta, Ga., is secretary- 
treasurer of the jobbers’ association. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Assn., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va. 





Tennessee Convention 
(Continued from page 94) 


competitors to get their cooperation 
in the event. He told of the success 
of the event in the state of Iowa in 
1938 when 1089 dealers, out of 1115, 
participated in National Hardware 
Week. He challenged the Tennessee 
Retail Hardware Association to 
interest at least two-and-a-half times 
as many dealers as the organization 
has members. 

Thursday afternoon Veach C. 
Redd, president of the National Re- 
tail Hardware Association, Cyn- 
thiana, Ky., delivered a splendid 
address on “Store Face Lifting.” He 
told of the aid that is available to all 
merchants who plan to improve 
their store houses inside and out and 
urged “a face lifting” as a tonic to 
any business. 

Rivers Peterson closed the pro- 
gram with an address on “How to 
Influence People and Make Sales” 

At the closing business session, 
John B. Greer, of Loudon, vice-pres- 
ident for 1938, was elected to suc- 
ceed Hugh C. Ross, of Jackson, as 
president. Ralph Lietzau was for- 
mally installed as secretary. The 
time and place of the 1940 annual 
meeting will be announced later. 
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TURNERDAY HANDLES 
Gor Striking Toss 


Trademarked and Grademarked for Your Protection .. . For Catalog, Write 
TURNER, DAY & WOOLWORTH HANDLE CO., INC. LOUISVILLE, KY., U. 









































g URPHY’S OIL CLOTH and 


STAY SHARP ROOFING KNIVES SPEEDY PAINT SPRAYERS 

















Ow IS YOUR Spray-paint furniture, walls, houses, barns, fences—anything— 
ust STOCK ON THIS faster, smoother, and at LOW COST! Electric Speedy Sprayers 
on Wane xurvest list from $7.50 up—auto—or tractor-power sprayers from $2.70 
Kn up. Saves time and money for home owners, handicrafters, farm- 
sn Skivin ys ers, manufacturers! Clean oil-free air, sprays paint, enamel, lac- 
e ving ves quer, insecti- 
rd- } yA e Rnlves No. 1. 2% ~ a ee ' ‘ gies. Gan pene 
Pn Mackerel Knives ot ttle dle 7 Cae PP aap | dealer — a 
FF Sloyd Kal NE ff 7p / “YG write for de- 
“A isa MAKE TOUGH JOBS EASY Ais wets for de 
runin ° . . 2 Vie 4 “ ; 
er, Oileloth Knives Hence their great popularity with workmen. x \ y) wi vA. lh hes “ 
ry- ie ee Especially selected, finely tempered steel— WS,8 \ o/s a Flee. 
n. Paper Hangers’ STAY SHARP blades—Perfect grip handles, \y = _ iseo 
e. Steneil Knives have made R. MURPHY knives absolutely 
of — dependable for 89 years. Make Your Cutlery 
Shirt Knife Handi fi ! Stock this line 
Extension Binder” jes i MORE profitable ock thi iN 7 Ww. B BROWN 
and Handles : P \ - : CORPORATION 
in ply Write for complete catalog and prices. _ . 5728 Armitage Ave., 
ii CHICAGO 
* ROBERT MURPHY’S SONS CO., Ayer, Mass., Est. 1850 
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Hangers . ines © e 
Pus less rtising im leading os new Homes 
STAR Heel Plates on CARDS Consistent 205 ae reat ee Taeatly one ee 
are sure trade winners. Each card holds 3 pairs—1 pair each MOORE custom big national com Pet ssngers ® 
of Numbers 2, 3 and 4, the best selling sizes. 1 doz. cards Jour oe MOORE Pus Pines aC RE Cabin. TIME 
to the bundle. Ask for No. 514° Assortment. Sold by leading or ‘Maptacks in on can get one FREE. 6 
jobbers. Send for samples and prices. Ask your e PUSH-PIN co. wenn” 
Hom 
/ STAR HEEL PLATE CO. * MOORE gt, PHILADELPHIA, COMPANION 
Newark N. J. 113 BE Nat iris Ge te ee 




















RUBYFLUID 


Makes Satisfied 


CUSTOMERS 


You can assure your customers of 
complete satisfaction when you sell 
them Rubyfluid—it will make their 
soldering job an easy one without a 
lot of fuss and muss. When displayed 
in these new attention-getting coun- 
ter display cartons, Rubyfluid really 
moves. 


NO KITCHEN COMPLETE WITHOUT 
ery THE 


EDLUND TOP OFF 


Top Off is the little Jar Opener 
every woman needs to complete her 
kitchen equipment. It opens screw- 
type jars and bottles and adjusts to 
large and small sizes. It is easy to 
operate, efficient and compact. Retail 
price now only 20c., a mighty good 
value for both dealer and buyer. Ask 
your jobber or write direct 
for details. 


EDLUND COMPANY 
BURLINGTON, VERMONT 


THe Famous 


RED soe FLUX 
















Order Rubyfluid Products (Acid or 
Rosin Core Paste and Flux) from 
your jobber or write direct... 
they’re priced to give you top profits. 


The RUBY CHEMICAL Co. 
58 McDowell St. Columbus, O. 


SILVER 
ATKINS sees SAW 
E. C. ATKINS AND COMPANY - INDIANAPOLIS - INDIANA 
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DENISTON 


“Lead Seal’”” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind ef roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous “Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . . 
Ask your jobber or write us for samples and dem- 
onstrator Dlocks. 


The DENISTON Company 
4840 S$. Western Ave. CHICAGO, ILL. 


KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 
GRAHAM MFG. CO. 


. W. 
Suey, Cea U. S. A. 
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‘SUNSH 


cHAMO 


h Proces> 


MADE IN U.S A. 


ASK YOUR JOBBER 
FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 





MAY WE REMIND YOU THAT AP- 
PROACHING SPRING DEMANDS 
REQUIRE A COMPLETE STOCK OF 


HINDLEY WIRE GOODS 


| 


COTTER PINS BRIGHT WIRE GOODS 
PLUMBERS’ SPECIALTIES — CUP HOOKS 































MFG. CO., 60 J 
HINDLEY Vitter iatts ei: 
CARTER [2B NOZZLE 
**Makes Sprinkling Sport'' 


Shuts off 
automatically. Hand- 
trot—all 


FREE Stationary Sprin- 
kling Holder for National 
Hdwe. Week. Order from your 
Jobber NOW. 


Carter Products Corp., 102 Front Avenue, Cleveland, Ohie 





EVERY GAS STOVE NEEDS THE 


Patented 

HYDRO-FLUE HUMIDIFIER 
New Model with DUPLEX 
FORCED DRAFT now aveail- 
able. 
Modernizes the kitchen—ban- 
ishes old-fashioned stovepipe, 
vaporizes fumes, traps grease 
and dirt. Salesmen—-good ter- 
ritory open. 


WARD MFG. CO. 
107-09 E. Milwaukee 
Detroit 




















The “Who Makes It” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Douglas, Ariz.: Who makes the 
Cook deep well pumps? Douglas 
Hardware Co. 

ANSWER: A. D. Cook. Inc., 


Lawrenceburg, Ind. 


Los Angeles, Calif.: Who makes 
the Cafatray serving trays? Key 
Hardware Co. 


ANSWER: Chelsea Products Co., 
281 llth Avenue, New York City. 


Wilmore, Ky.: Where can we get 
repairs for a XX Century Furnace? 


Wilmore Hdwe. Co. 


ANSWER: XX Century Heating 
& Ventilating Co.. Akron, Ohio. 


oe 


Who makes the AI- 
Weiss 


Jessup, Ohio: 
bright playing marbles? 
Hdwe. Store. 

ANSWER: Ravenna Ceramics 


Corp., Ravenna, Ohio. 


Gary, Ind.: Who makes the Steem- 
Electric iron? Broadway Hdwe. Co. 

ANSWER: Steem-Electric Corp.. 
1726 Lafayette Avenue, St. Louis, 
Mo. 


* & * 
Spencer, Ohio: Who makes the 
So Boss Anti-Kick Cow Chains? 


Spencer Hdwe. & Food Market. 


ANSWER: Simonsen Iron Works. 
Sioux Rapids, Iowa. 


* *% * 
Union, Ore.: Who imports the 
Drummond metal turning lathe? 


Spears & Reuter. 


ANSWER: Gerold Company, 120 
Liberty St., New York, N. Y. 


* * * 


Who makes 
Gold- 


East Pittsburgh, Pa.: 
the Monarch Closet seats? 
hammer Hdwe. Co. 


ANSWER: Brunswick, Balke, Col- 
lender Co., 623 So. Wabash Avenue. 
Chicago, III. 
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MAKES IT?” 


Information regarding seurces of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?’ 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


Richmond, Va.: Who makes the 
Royal lamp bulbs? Superior Mer- 
chandise Corp. 


ANSWER: Monroe-Acme Co., 
2106 Se. Kedzie Ave., Chicago, III. 


Minneapolis, Minn.: Who makes 
the Accurate line of die cast 
latches? Warner Hdwe. Co. 


ANSWER: Accurate Hdwe. Inc.. 
111 Eighth Avenue, New York, N. Y. 


a % x 


New Rochelle, N. Y.: Who makes 
the Hayne’s Kitchen step stools? 
Chas. Librett. 


ANSWER: Louis Hayne & Sons. 
34 New Bowery, New York, N. Y. 


Savannah, Ga.: Where can we 
procure English hotel china in New 
York City? S. Bernstein Crockery 
Co. 


ANSWER: Edward Boote, 35 
West 23rd St.. New York City. 


Arcadia, Fla.: Who makes the 
Rattler linen lariat rope? Arcadia 


Hdwe. Co. 


ANSWER: Rochester Ropes, Inc.. 


Jamaica Station, Jamaica, N. Y. 


Montclair. N. J.: Who makes Club 
Aluminum Ware? Moore’s Hard- 
ware Store, Inc. 


ANSWER: Club Aluminum Prod- 
ucts Co., 1238 Fullerton Ave., Chi- 


cago, Il. 


Atchison, Kans.: Who makes the 
Woodberry Seine-twine? The Hixon 


Lumber Co. 


ANSWER: Mt. Vernon - Wood- 
berry Mills, Inc., Mercantile Trust 
Bldg.. Baltimore, Md. 


Atlanta, Ga.: Who makes the 
John Collins household cement? 
Southern Merchandise Co. 


ANSWER: Standard Laboratories, 
446 West 26th St., New York City. 


Baltimore, Ohio: Please furnish 
the address of Torrey Bros., manu- 
facturers of wooden hay forks. 
Palm Hardware. 


ANSWER: Central Village, Conn. 


Brooklyn, N. Y.: Who makes the 
Emmert gum tape sealing machine? 
P. E. Petrich. 


ANSWER: Package Specialty 
Corp., 148 West 23rd St., New York 
City. 


ANYWAY YOU LOOK AT IT- 





RED DEVIL - 


Unique Counter 


best because they are 


sure cutting, prec 


They look the 
The 
IRVINGTON, N. J. 


new users 


3 
S 


SELL RED DEVIL 
for modern glass 
ver and produces 


LANDON P. SMITH, INC., 


mode 


Sell more glass cutter 


°$$V19 1810 SGTUOM FHL SI 


*Y¥daLLngo 











STEEL MORTAR HODS 


ty "ARON _ No dripping onto 





the user's back. 


Made entirely of 
y stee) with wooden 
shoulder saddle 
and haadile. 
Edges are heav- 
tly reinforced. 
The fork is 
pressed from 
heavy gauge 


Write for prices. "**! 


The Cleveland Wire Spring Ce. 
E. 38th St. and Hamilton Ave. 


a @ Cleveland, Ohic @ iJ 
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CLIPPERS 


The “Gem Junior” 

An eye-pleasing streamline 
clipper with keen, hardened 
cuttmg jaws and_ efficient 
file and cleaner. Mounted 1 
doz. on attractive counter dis 
play card. Retail, 25¢. At 
jobbers. Send for catalog 
price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 


Gen 











ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 


Reechester Sash Balance Ce., Ine. 
Rochester, N. ¥. 


























Clansihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chansified Adwentining Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words..... 4.00 
Each additional word......... -06 
Positions Wanted 
(Special Rate) set solid, maximum, 
BO WOGES cccccccccvccccccccccces -50 
Each additional word..............- -01 


allow Seven Words for Keyed Address or Y our Addre. 


BOXED DISPLAY RATES 
One inch 
Each additional inch.......... 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 
—_—@— 
HARDWARE AGE is published every 


other Thursday. Classified forms close 
15 days previous to date of publication. 








NOTE 


Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

— @— 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted | 


| = Positions Wanted =‘ 


| Positions Wanted =| 








HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





SALESMAN AND _ BUILDERS’ HARD- 
WARE CONTRACT MAN, 20 years’ experience. 
Married, willing to travel. Past five years with 
leading hardware manufacturer. Thorough knowl- 
edge architects’ plans and specifications on all 
classes building construction. Address—James 
H. Cornell, 882 Union Street, Brooklyn, 





WOULD LIKE TO JOIN SALES staff of 
progressive paint and lacquer manufacturer, mak- 
ing products used by industrials, transit lines and 
other quantity users. Have been selling that 
type of trade past 15 years in New York State 
and New England. Address—Bernard M. Wilkes, 
536 W. 112th Street, Apt. 33B, New Yurk City. 





AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. Eigh- 
teen years’ experience Jobber, Mail Order and Syn- 
dicate Buying Companies. Acquainted with the trade 
and can aid in increasing volume. Excellent ref- 
erences. Address Box D-328, care of Harpware 
Ace, 239 W. 39th St., New York City. 





SALES MANAGER AVAILABLE. A SEA- 
SONED sales executive with an established record 
covering eighteen years with two stove manufac- 
turers seeks a new connection. Especially interested 
in stoves, but big enough to fit in with oor organ- 
ization needing a sales ucer. Middle west 
preferred. Address Box D-310, care of Harpware 
Ace, 239 W. 39th St., New York City. 





MAN, AGE 30, WITH 16 YEARS’ EXPERI- 
ENCE in retail hardware and paint line desires 
position with firm where there is a definite oppor- 
tunity. Ten years as manager. Best of refer- 
ences. Single. Can locate anywhere in U. S. 
Address Box D-375, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





STORE OR DEPARTMENT MANAGER, 
36, FORMERLY in charge of hardware depart- 
ment leading National Chain Store Organization 
thoroughly experienced in modern merchandising 
methods, sales promotion, buying control, store 
arrangement, advertising and display. Seeks 
connection with progressive independent dealer 
interested in modern sales promotion ideas. d- 
dress Box D-372, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


FACTORY SALES REPRESENTATIVE— 
ON QUALITY TOOLS, with 15 years’ success- 
ful record—on the road.” Experienced also in 
dealer promotion work covering New England, 
New York States, Canada, Great Britain, and the 
continent (Export). Excellent educational back- 
ground and credentials. Accustomed to difficult 
assignments and responsibility; dependable. Mod- 
erate salary. Now available. Address Box 





D-365, care of Hanpware Ace, 239 W. 39th St.. 
N. Y. City. 
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YOUNG MAN, 26, SEEKS POSITION 
WHOLESALE hardware concern in New York 
or vicinity. Nine years’ practical experience. 
References. Address Box D-384, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 


SALESMAN—18 YEARS’ SELLING EX- 
PERIENCE IN Metropolitan area; builders’ hard- 
ware, padlocks, night latches, key blanks and 
key machines. Jobbing and retail trade following. 
Address Box D-387, care of Harpware Acs, 239 
W. 39th St., N. Y. City. 


BUILDERS’ HARDWARE AND PAINT 
STORE MANAGER. Twelve years’ experience. 
Age 41. Married, two children. Catholic. Can 
go anywhere. Best of references. Address Box 
D-380, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


COMPETENT and EXPERIENCED HARD- 
WARE MAN (43) WITH SEVERAL years’ 
traveling experience and for many years owned 
own store wishes to contact proprietor of Hard- 
ware and —s business and eventually pur- 
chase an interest. Can offer finest of references as 
to character and ability. Address Box D-311, care 
of Harpware Ace, 239 W. 39th St., New York City. 


HARDWARE SALESMAN, SINGLE, 15 
YEARS’ SELLING experience, wishes connection 
with manufacturer selling to hardware jobbers and 
dealers in Western Pennsylvania, Eastern Ohio and 
West Virginia territory. Trade established. Un- 
questionable references. College education. Ad- 
dress Box D-319, care of Harpware Acez, 239 W. 
39th St., New York City. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail/firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Ace, 239 W. 39th St., New York City. 


SALESMAN:—ONE WHO BELIEVES IN 
results, twelve years’ experience contacting hard- 
ware trade, sporting goods houses, department and 
chain stores in Ohio, Michigan, and Indiana, 
seeks permanent connection with manufacturer 
requiring man with unbroken record of real 
achievement. Commission working arran t 
with responsible manufacturer and quality line of 
merchandise. Age 45; married. Own car. Com- 
plete references and details in interview. Prin- 
cipals only please address Box D-359, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City 


HARDWARE MAN OF PROGRESSIVE 
ABILITY. Thoroughly experienced in general 
hardware, including all kindred lines such as sold 
by large first-class wholesale or retail hardware 
business, also mill and factory supplies. I am 
a successful traveling salesman for jobber and 
distributor, also aggressive sales manager. Pro- 
ductive retail store manager, capable of carrying 
out effectively and successfully progressive prin- 
ciples of store management and business admin- 























istration. Willing to go anywhere. Am mar- 
ried, have pleasing personality, initiative, con- 
structive ability, resourcefulness, dependability, 


fidelity and integrity. Protestant. Strictly tem- 
perate. Trustworthy. Address Box D-378, care 
of Harpware Acez, 239 W. 39th St., N. Y. City. 


SALESMAN, COVERING WESTERN IOWA 
AND Nebraska, wants line suitable for hardware 
trade. Former jobbers’ salesman and know the 
trade and territory well. Splendid references. 
Address Box D-388, care of Harpware AGg, 239 
W. 39th St., N. ¥. City. 


TEN YEARS’ 





EXPERIENCE IN RETAIL 
hardware store. Desires position with retail firm. 
Age 34. Neat appearance, conscientious, capable 
and willing worker and producer. Available on 
short notice. Starting salary secondary to oppor- 
tunity and future. Prefer work in either North- 
ern California or Arizona. Address Box D-348, 
= of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 


YOUNG MAN, 15 YEARS’ EXPERIENCE, 
good locksmith, electrical and general repairs, 
mechanically inclined, understand hardware and 
electrical business; can buy and manage. My 
employment in your business will be to your ad- 
vantage. Seeking position with advancement. 
Location no factor. Address Box D-385, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE AND HOUSEFURNISHINGS 
SALESMAN, WHOLESALE, fully experi 
with following. Knowledge of paint. Thirty- 
eight years old, married. Cover Brooklyn and 

ueens or will take factory representation in 
Metropolitan New York territory. =e years 
in the line for myself and for others. est of 
references. ddress Box D-390, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 











YOUNG MAN, 22, EXPERIENCED, DOING 
LOCK WORK, glazing, selling, stock, inventory, 
display, and all incidental work entailed in a 
small Brooklyn hardware store. Seeking position 
in larger store, preferably in Brooklyn, with op- 
portunity fot assuming responsibility. Now re- 
ceiving $18.00, and do not expect more. Will 
gladly call for an interview upon request. Write 
to—M. Garber, 2077 Dean Street, Brooklyn, N. Y. 


SALESMAN AVAILABLE — FIFTEEN- 
YEAR BACKGROUND selling hardware job- 
bers, dealers. Wide acquaintance with trade. 
Desire represent manufacturer in Detroit terri- 
tory. Have car—good references—age forty. 
Last four years with nationally known manufac- 
turer in this territory. A job for me means more 
sales for you. Address Box D-383, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SEASONED SALES EXECUTIVE SUC- 
CESSFULLY EMPLOYED, desires to make new 
connection. Thorough knowledge of paint, var- 
nishes and allied materials including roofings 
sold to jobbers and retailers, also high-priced in- 
dustrial maintenance paints. Good organizer and 
sales builder, strong personal following, excellent 
references, including present employer. Address 
Box D-382, care of Harpware Aczr, 239 W. 39th 
S., mE. Coe. 














SALESMAN NOW WITH JOBBER SEEKS 
chance to represent nationally known manufac- 
turer. Age 39, married; seventeen years’ success- 
ful sales experience. Familiar with all branches 
of hardware, automobile supplies, radio, sporting 
goods, also builders’ hardware inclutling contract 
work. Now located in er New York State, 
however will consider any location. No objection 
to extensive travel. Salary amd expense or 
salary, expense and bonus arrangement. Ad- 
dress Box D-392, care of Harpware Aqr, 239 
W. 39th St., N. Y. City. 





HARDWARE AGE 


















































|  fecounts Wanted | 








24 YEARS’ EXPERIENCE SELLING RE- 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios, experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best of results. Address Box D-379, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE CLERK, 28, 12 YEARS’ EX- 
PERIENCE, wholesale and retail hardware, 
paints, plumbing, electrical, and janitor supplies. 
Expert locksmith and door-check repair man. Six 
years’ experience manager and buyer. Seeks 
position as sales clerk or manager in retail hard- 
ware store in metropolitan territory or West- 
chester County. Can furnish reference as to 
ability and honesty. Address—Sol Shapiro, 1245 
Strattford Avenue, Bronx, New York City. 


Side-Line Salesmen Wanted 




















To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box Lae care of Age mass AGE, 
239 W. 39th Street, N. Y. City 














IF YOU CAN USE A main profitable side 
line that will pay your traveling expenses plus, 
communicate with us giving all information about 
yourself. Factories you now represent, territory 
you cover, etc. This is not a penny business. 
Steel cabinets, chromium goods, lamps, wood 
novelty furniture, etc. Address—The Walter S. 
Kraus Company, Woodside, New York. 


PAINT SALESMEN FOR THE SOUTH, 
Middle Atlantic and New England States. Call: 
ing on jobbers, retailers and industrial accounts. 
Manufacturer of full competitive quality line. 
Our men know of this advertisement. Reply in 
confidence. No objection to side line. Commis- 
sion until ability is proven. Address Box 4 386, 
ore of Harpware Ace, 239 W. 39th St., = 

ity 


EXPERIENCED SALESMEN WANTED— 
ESTABLISHED HIGHLY RATED firm—best 
grade mechanics’ tools, One _territory—New 
England; Second—Ohio, Michigan, Indiana; 
Third—Southeast. To gell on commission basis. 
If successful, small drawing account. Should 
handle one or two allied lines and be familiar 
with mechanics’ tools, no other need apply. Give 
particulars. Address Box D-381, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 











SALESMEN: AMAZING PATENTED 
SCREW-HOLDING screw drivers! Defy com- 
petition! Jobbers, retailers buy quantities. Big 
repeats, exclusive territories. 15% commission. 
Mf’r, 80-L Journal Bldg., Boston, Mass. 


SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 
grades, of aluminum ware to hardware stores, 
housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—Illinois Pure Aluminum Company, Le- 
mont, Illinois. 


SALESMAN WANTED TO SELL A com- 
plete line of plumbing brass goods, washer and 
specialties to well-rated hardware stores in metro- 
politan area and surrounding territory. Commis- 
sion basis. State qualifications. Address Box 
No. 63, Station F., New York City. 


WANTED: SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers, depart- 
ment stores, and other dealer outlets, who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, hotel ware. Must 
thoroughly cover territory by car—commission 
basis—exclusive territory. Give complete details 
—confidential. Address—National Aluminum 
Mfg. Company, Peoria, Illinois. 

LARGE NEW YORK WHOLESALE HARD- 
WARE and housefurnishing house requires ser- 
vices of salesmen with thorough knowledge of the 
line, and who have an established trade. Our 
line is diversified, stocks complete, prices right, 
splendid opportunity for aggressive men. Terri- 
tories open, Massachusetts, Rhode Island, West- 
chester, New Jersey and New York. Commission 
basis. State past five years’ employment. Ap- 
plications confidential. Address Box D-344, care 
ci Harpware AGE, 239 W. 39th Street, N. Y. 
ity. 

DO YOU SELL HARDWARE STORES? 
Then put this remarkable packaged lawn seed 
line into your sales program. It sells when 
shown because there is no other so appealing to 
merchants. Lawn seed sells from early spring 
until late fall and it repeats every year. To in- 
crease your earnings write us regarding the ter- 
ritory you serve and what you now sell. The 
season for seeds is almost here. Address— 
Thomas W. Emerson Co., 215 State St., Boston, 
Mass. 


SALESMEN WANTED BY _ HIGHLY- 
RATED manufacturers, in business over 35 years, 
to sell a line of good dependable, moderately 
priced aluminum cooking utensils direct to the 
retail trade. Have territory open in Indiana, 
Eastern Nebraska, Kansas, Western Missouri, 
Oklahoma and Arkansas. Will consider only ex- 
perienced salesmen who know the retail hardware 
trade in territory and have sold housewares lines. 
Full commission paid weekly. Exclusive territory. 
Have unusual proposition for the right men. 
Dealers stay sold and re-order regularly. Sales 
man should have one other line to sell in connec- 
tion with ours. a D-355, Harpware AcE, 
239 W. 39th St., N. Y. City. 























“" 
Do You Need Distribution? 


Large importers of general merchandise 
with national sales organization, because of 
conditions in foreign markets, are seeking 
domestic lines for merchandising and dis- 
tribution. A real opportunity for small 
manufacturers, with products of merit but 
without proper facilities for distribution, 
to reach nation-wide market. Will only 
consider items on an exclusive distributing 
basis and will handle them either as sales 
agents or on a jobbing basis. 


Write full particulars of your products and 
state fully your proposition. If interested, 
we will have a representative call on you. 


Address Box D-377, care of HARDWARE AGE 
239 W. 39th St., N. Y. City 
ths 








Well Known, Aggressive Organization 


well established in the West Coast States for past 
9 years, can take on commission basis one other 
account of high grade, dependable specialties for 
hardware, electrical and dime store trade. Satis- 
factory references offered. 


Address CLAUDE MICHAEL AGENCY 
109 East Dorat Street, Glendale, California 














ESTABLISHED CANADIAN FIRM SELL- 
ING TO wholesaler hardware trade, plumbing 
jobbers and contractors throughout Canada can 
handle additional lines, preferrably merchandise 
which can be partially manufactured or assembled 
in Canada. Address Box D-374, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 

COMMISSION LINES WANTED FOR 
CALIFORNIA—Oregon—Washington. Able, ag- 
gressive sales organization well established with 
the trade can handle another high-grade repeat 
line of specialties for hardware or lumber trade. 
Address Box D-389, care of Harpware AGz, 239 
W. 39th St., N. Y. City. 


[ Basiness Oppcrtunitien | 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 

HARDWARE STOCK FOR SALE IN store 
on Main Street in Live New Jersey town. Busi- 
ness established 40 years. Stock includes fine 
line of hardware, electrical appliances and paints. 
Reason for selling, death in family. Real oppor- 
tunity for quick buyer. Address Box D-391, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 
































fre You Seeking SALES REPRESENTATION 
either on a NATIONALo. SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


will help you obtain it 


It lists 1059 MANUFACTURERS’ AGENTS in the United States and 43 in Canada operating in the 
hardware field, giving not only their names and addresses but also the lines handled, territories covered, 
number of men traveled, branch addresses of those firms having them and the year the businesses were 
established. 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and Canada 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 
tacting, personally or by mail, these distributors in the hardware trade. 

The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 
VERIFIED LIST DEPARTMENT 
New York City, New York 


239 West 39th Street 


1939 


MARCH 9, 
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No. 490-A Puncn AssoRTMENT 


Sell MORE 
PUNCHES! — 


Increase your Punch sales with this 
attractive display assortment. Con- 
tains 24 Mayhew Punches, hammer 
forged from chrome nickel alloy, 
carefully hardened and tempered in 
SOLID, CENTER, PRICK and PIN 
styles with 14” and 4,” bodies. 
Order from your Jobber-Salesman ! 








MAYHEW STEEL PRODUCTS, Inc. 
SHELBURNE FALLS, MASSACHUSETTS 
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With every sale of STORMPROOF ROOFING 
you take on an unpaid salesman 


| eS sale of Stormproof Roofing automatically adds 
an unsalaried salesman to your force. Purchasers turn in- 
to boosters who do an effective promotion job for you by 
recommending Stormproof to their friends and neighbors. 


There are some mighty good reasons for their en- 
thusiasm. 

First of all, Stormproof is made of full-gage steel, 
heavily coated with bright, evenly-spangled pure zinc. 
The punishing attacks of wind, rain, even fire, don’t 








1. Triple barriers— 2. Double drain—Two 3. Syphon seal— 
Three high ribs that large channels that Three ribs across the 
triple-seal the roof prevent syphon leaks lower end of the sheet 
against weather and and drain off blown-in prevent syphoning and 
stiffen the lap against water. Heaviest rains drain out wind-driven 
high wind pressure. can’t overflow them. rain. 
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faze this durable roofing. But Stormproof provides 
even more than rust-resistance and fire protection. 
It is leak proof even in the most driving rain, thanks 
to the specially-designed weather seal on each edge of 
every sheet. 


Study’ Stormproof’s rain-blocking features. Any one 
of them is a powerful talking point. Taken together they 
have the powerful sales appeal that convinces the 
hardest-to-sell customer. 














Su 
4. Spring edge—A 5S. Pressure angle— 6. Nail brace—The 
downward curve at the The end-view angle , steep-pitched cen- 


stiff, 
bottom edge of the sy- between roof and sheet tral oe braces 
phon seal bites against before nailing. Flattens the lap for nailing, 
thelowersheet,sealsthe out, forcing the whole _— eliminates the use of 
end lap under tension. sheet to hug the roof. sticks. 
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The illustrations here show only 8 typical DeLuxe 
Household Metalware Products. But every one of our 
thousands of different items is designed to create cus- 
tomer satisfaction and goodwill — and to make money 
for you! Investigate the complete DeLuxe Line — in- 
cluding Galvanized Ware, Tinware, Colored Kitchen- 
ware, Wash Boilers, and Dairy Goods. Your jobber’s 
representative will be glad to go over these sales-build- 
ing items with you in detail. Our complete catalog 


sent upon request. 
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EXTRA HEAVY FRUIT JAR RINGS 


DAISY BLUE RIBBON 
RUBBER SOLES 





SPONGE RUBBER 
KNEELING PADS 


DAISY 
CHAIR AND 
CRUTCH TIPS 


CASTERS SINK STOPPERS 


All Are Big Springtime Sellers — ALL PAY 
A LONG PROFIT— Now's The Time to Order! 


Above we picture 14 Daisy Products selected from the exten- 
sive Daisy Line. All of these 14 items should be on your coun- 
ters as soon as possible because they are fast sellers during 
the months of March, April, May and June. Check your 
stocks against these long profit necessities. If you are out or 


low on any items pictured, now is the time to order them. 
On orders weighing 100 pounds or more, you will receive full 
benefit of our liberal freight allowance. The quality of Daisy 
Line products is never in question. For over 30 years it has 
been the undisputed leader in quality and in value. 


Call your jobber or write us direct 


SCHACHT RUBBER MANUFACTURING CO nme 


HUNTINGTON 


INDIANA 
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